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dle western advertising 


Am é 
ency wants to hire a lady office 
panage: of “respect-commanding 
rsol ty.” 

She must be firm but not for- 
iddi! 

v v v 

Another magazine .has just 
nened a Detroit office. It won’t 


le li now before Henry Ewald 
just as popular with the adver- 
sing representatives as he was 


: the good old days. 

y F v 
WPB reports that over half of 
ll] the radio sets in the country 
re over five years old, and that 
5% of them are out of order. 


wi 
‘ith all the campaign oratory 
ey’'re taking, maybe they just 


pem that way. 
v v v 


“Do Women in Their Forties 
ell Their Right Age?” is the 
eadline of one of the new Lydia 
Pinkham magazine ads. 
But why restrict it to women in 
ieir forties? 
7 v v 


Drug Topics rises .to remark 
iat there’s a big difference be- 
veen stagnution and distribustle, 
md clients of A. C. Nielsen would 
> among the first to agree. 


v v v 
William Jameson & Co., a re- 
able source of alcoholic bever- 
yes, has issued a fishing calendar, 
nd even if it’s wrong a fisherman 


ith the right accessories won’t 
ind too much. 
v v v 


As a result of the current short- 
Je of man and woman power, a 
bt of employers are now running 
ant ads which specify qualifica- 
ns which are “essential but not 
cessary.” 

v v v 


RFD mail carriers are now help- 
to collect waste paper from 


armers, AA reports, and the more | 
un- | 
oubtedly asking, “How long has 


mmercially minded are 


been going on?” 
* = 2 


Gladys the beautiful reception- 
t si that nice Mr. Wallace has 
en traveling around the world 
and knows so many 
she feels sure there 
to be a place for him in the 
ure of Foreign and Domestic 
mn ce. 


tucn 


Brig PES 


= & 


les, but expect the boy friends 
a are of items in the higher 
Fortunately for adver- 
ey’re seldom disappointed. 


ie, eM 


‘aring Winston Churchill’s | 


hony Eden’s optimistic 
S, postwar planners have 
iat they’re not going to 
iness very much longer. 


wae ew 


the points discussed in 
v handbook for retailers 
ing what lines to carry 
oving relations with 
And very shortly the 
vill be interested in im- 
elations with retailers. 
v v v 


res and race riots con- 
ich longer in the city of | 
love, William Penn may 
ome down off the top of 
hia’s city hall. 


Copy Cus. 


Women, the Illinois Watch Case | 


NOW! AMAZING NEW 
ETHYL CLEANER 


really cuts car washing time! 


Ethy! Corporation announces 2 sew and 
Gtherent tind of cleaner...a remarkable 
liquid that’s better, faster, milder than 
bug stains, in a jiffy...cheans every part 


—Z 


TESTS CLEANER—Ethyl Corp. tests a 
new car cleaner in six cities with news- 
| paper copy like this, followed by a 
| list of local jobbers and dealers. This 
| St. Joseph, Mo., ad was 5 columns full, 
including dealers’ names. 


Ethyl Launches 
Cleaner in Six 
Test Markets 


New York, Aug. 2.—After two 
decades of concentrating exclu- 
sively on the sale of Ethyl fluid 
for gasoline, Ethyl Corporation 
has introduced Ethyl cleaner for 
car washing in a newspaper and 
spot radio test campaign in six 
eastern and middle western mar- 
kets. 

Test advertising is running in 
St. Joseph, Mo., Tulsa, Okla., 
Springfield, O., Grand Rapids and 
Saginaw, Mich., and Utica, N. Y. 


| Springfield and Saginaw. 

Sales and advertising of the 
cleaner are handled by a new 
products division, of which Wil- 
liam M. Turnley is sales manager. 
First sold only through filling sta- 
tions, the cleaner is now also 
handled through jobbers in these 
areas, by auto accessory and hard- 
ware stores. 

Large insertions with dealer 
| listings and continuity cartoon ads 
on comic pages are being run in 
newspapers and chain breaks and 
|; one-minute spot announcements in 
| radio. Present schedules are 
mostly for 13 weeks. 
| Copy emphasizes that the new 


| cleaner “really cuts car washing 


| 
} 


| time”; that it is “a remarkable 
|liquid that’s better, faster and 
milder than soap,” and “cleans 


| every part of your car.” 


| under a separate group headed by 
|Sam A. Harned, vice-president. 
| J. Davis Danforth, vice-president, 
is group head on the regular Ethy] 
campaign. 


| 


Fun in Texas... 


Ad-libbing finds an un- 
inhibited editor, Page 
12. Other Features: 


12 


Editorials 
Feature Page 37 
Getting Personal 48 
Information for Advertisers 12 
In Washington 25 
Obituaries 57 
Photographic Review 63 
Postwar Planning 32 
Private Lines . 55 
Rough Proofs ! 
| Voice of the Advertiser. 38 


+tion with ad- 


| Sales tests are also under way in | _ con 
overshadowed by weightier and | 


Sailor Puts Men, 


Officers Through 
a Special Grilling 


BY S. R. BERNSTEIN 
(Picture on Page 63) 


Chicago, Aug. 2.—Some months 
ago the editor of ADVERTISING AGE, 
feeling that readers might be in- 
terested in reactions to current 
advertising by servicemen, sent a 
letter to about 
two score 
servicemen on 
foreign duty 
whose connec- 


| vertising was 
‘evidenced by 
ithe fact that 
|they were on 
ithe AA sub- 
_ scription list. 
The letter 


asked if they H. W. Riddick 
j}had seen any 
‘recent advertising, and whether 


'they thought it was good, bad or 
| indifferent—and also invited them 
|to air any pet peeves they might 
| have, if they should find a spare 
moment between their military 
duties and their Own _ personal 
home front duties. 

The response to this letter has 
been amazing, indicating in most 
instances a keen interest in home- 
front doings and particularly in 


their interest in advertising and 
merchandising is now completely 


more immediate tasks. Some of 
these letters have already ap- 
peared in Voice of the Advertiser 


detailed for such treatment. 


Conducts a Quiz 


Notable among the latter is the 
response of Ylc Henry W. Riddick, 
USNR, in service in the South Pa- 


TISING AGE letter consisted of (a) 
(Continued on Page 46) 


advertising, although one or two} 
soldiers have reported frankly that | 


at various times; others are too) 


cific, whose answer to the ADVER-| 


Navy Men in S. Pacific 
Take Advertising Quiz 


FIC Crackdown on 
Morton Discounts 
Sets Precedent 


Price Policies of 
Stetson and Others 
May Be Affected 


Washington, Aug. 2.—The FTC 
demonstrated a ‘“‘you have to show 


| 


| us’ attitude today in rejecting the 


| efforts of Morton Salt Company, 
| Chicago, to prove that a schedule 
| of pricing practices permitting spe- 


cial discounts for carload lots was | ¢ 
| based on differences in the cost of | ~ 


| distribution. 


| Flatly denying the Morton plea, | 
| the Commission issued a cease and | 


desist order which will prevent the 
firm from granting 10c per case 
| off to wholesalers and retailers 
| purchasing the product in large 
quantities, and a special additional 
5c discount for four firms using 
more than 50,000 cases of salt a 
| year. 

| Based on the Robinson-Patman 
Act, which forbids price discrim- 
| ination for allegedly “‘substantially 
reducing competition and tending 
to create a monopoly” the Morton 
Salt case is one of a number now 
before the Commission, another of 
| which involves the John B. Stet- 
son Company. 


Calls Differentials Unwarranted 

In its order, the Commission de- 
| clared that “the various price dif- 
|ferentials mentioned by Morton 


| were not shown to be justified by | 


reason of differences of cost of the 
| manufacture, sale or delivery re- 
sulting from the differing methods 


sold or delivered.” The finding 
| (Continued on Page 61) 


Last Minute News Flashes 


Foote, Cone & Belding Gets Walker ‘Imperial’ 


Detroit, Aug. 4—Hiram Walker, Inc., has appointed Foote, Cone & | 


Belding as agency for its Imperial whisky. The account will be handled 


|in FC&B’s Chicago office. 


| 


| 


its brands through one agency. 


According to a company spokesman, the 
: : Batten, Barton, Durstine & Os-| separation of one of its whiskies conforms with the 1941 decision, | 
y has discovered, will pay | born, Ethyl’s agency, is handling | execution of which was postponed by the war, against advertising all 
for compacts and acces-| advertising for the new product | of 


Hiram Walker’s other principal 


|advertised brands are Canadian Club and Walker’s deLuxe straight 


| 


| bourbon, which continue with Sherman K. Ellis & Co., New York. 
| Also announced is the appointment of Gotham Advertising Company, 
New York, to handle Hiram Walker advertising in South America. 


Van Houten’s Cocoa in First Magazine Drive 
| New York, Aug. 4.—The first magazine campaign for Van Houten’s 
| cocoa, now distributed nationally by H. J. Heinz Company, is being 


| 


launched through Maxon, Inc., Detroit. 


Van Houten’s has been pro- 


duced by C. J. Van Houten & Zoon, Inc., New York, since 1828. 


Bridgeport, Conn., Aug. 4. 


-General 


|'G-E to Promote Resumed Manufacture of Irons 


Electric Company’s appliance 


and merchandise department is resuming manufacture of two models 


of electric irons under 


recent WPB orders. 


A special series on them 


will appear in Collier’s and possibly other magazines starting in Sep- 


tember, 


through Young & Rubicam, New York. 


Grumman Aircraft Expands Campaign 
Bethpage, N. Y., Aug. 4.—Grumman Aircraft Engineering Corpora- 


tion will start its first consistent 
aviation publications with 
Company, New York 
City newspapers. 


‘ampaign in popular 
October 
A test campaign is now running in New 
Plans for general magazines have not been completed 


and technical 
Charles W. Hoyt 
York 


issues, through 


or quantities in which the salt was | 


$350,000 Campaign 


Heralds Schenley 
Penicillin Debut 


Distiller Stages 
Grand Entry Into 
Pharmaceutical Field 


New York, Aug. 3.—Although 
21 firms—most of them _long- 
established drug houses—are now 
making penicillin (AA, July 10), 
Schenley Laboratories, Inc., an 
affiliate of Schenley Distillers Cor- 
poration, rapidly is on the way to 
becoming one of the best known 
producers of the “miracle drug.” 

Introduction of Penicillin Schen- 
ley is being supported in three 
months with a $350,000 campaign 
in network radio, magazines, 
| newspapers, professional and busi- 
|ness papers, and direct mail. 
Over the CBS network on June 

Schenley Laboratories  intro- 
|duced “The Doctor Fights,” star- 
ring Raymond Massey as narrator 


The Development of 


PENICILLIN Sctensey 


Ce 


QO. of the most important phases of Schenley enterprise 


been extensive research on mycology and fermentation processes 


Non-toxicity in € ’ valu 
features of peniillin. It becomes most important, therefore, that 
the finished drug be uniformly free of pyrogens. PENICILLIN 
Schenley is produc { lit 

than those 


ed under prec r sterility more rigid 


taken in the most modern surgical operating rooms, and 


each lot is rabbit-tested for purity betore r 


AN INVITATION TO HEAR THE PROGRAM 
ory ~* ” 
The Doctor Fights 
starrng RAYMOND MASSEY 


9 


SCHENLEY LABOKATORIES, INE 
us 


wRencheagpe inp 


Producers of PENICILLIN Schenley 
MEDICAL TALK —Schenley Labora- 
| tories takes the story of its debut into 
| the pharmaceutical field with copy like 


| this, to appear in September, which 
hails penicillin production as “a nat- 


ural step" for Schenley. 


|and featuring as guest speaker 


|each Tuesday night “an outstand- 


ing figure in American medicine.” 
This program is “devoted to the 
part America’s physicians, both 
civilian and military, are playing 


lin the war.” 


Newspapers, Magazines Used 


Newspaper tie-in ads have been 
used on the program and listen- 
in invitations extended to all the 
nation’s physicians and druggists. 
A campaign in the Journal of the 
American Medical Association and 
in more than 30 regional and spe- 
cialized medical journals got under 
way in late June. Drug trade 
papers are now being used 

This month, Penicillin Schenley 


will appear in a color page in 


Collier’s and Life, and a message 
delivered on the network program 
on June 13 by Dr. Thomas E, Par- 
ran, Surgeon General, United 
States Public Health Service, will 
be reproduced in large space in 
more than 50 large city newspa- 
pers from coast to coast Pro- 
fessional and trade paper copy 
will continue to emphasize bot! 


the product and the network pro- 
(Continued on Page 61 
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100 Ad Leaders 
Prefer Radio, 
CBS Asserts 


New York, Aug. 2.—In 1943, for 
the third consecutive year, the 100 
leading national advertisers spent 
more money in network radio 
than in magazines, newspapers or 


farm papers, according to a com-| 


pilation just released by Columbia 
Broadcasting System. With 48 
clients among the 100 leaders, CBS 
claims to have been first among 
the networks in 1943 for the tenth 
consecutive year. 

The 100 advertisers are listed as 
having spent a total of $298,447,527 
in the four media last year, of 
which $126,097,616 was for net- 


work radio time; $103,163,285 for | 


magazines; $61,299,500 for news- 
papers, and $7,887,126 for farm 
publications. In its tabulation CBS 
credits The American Weekly and 
This Week expenditures to maga- 


zines, a practice to which news-' 


paper organizations take 
tion. 

Procter & Gamble Company was 
first in these four media combined 
with $18,770,236, followed by Gen- 
eral Motors, $12,635,358; General 
Foods, $12,087,980; Lever Brothers 
Company, $10,451,607; R. J. Rey- 
nolds Tobacco Company, $9,840,- 
030; Sterling Drug, $9,599,751; 
General Mills, $8,456,893; Coca- 
Cola Company, $7,821,643; Col- 
gate - Palmolive - Peet, $7,757,563, 
|and Liggett & Myers Tobacco 
| Company, $7,422,589. 


excep- 


| Also above $6,000,000 in the 
|four media were American To- 
bacco, Seagram - Distillers, and 


| American Home Products. Above 
| $4,000,000, in order of expenditure, 
| were General Electric Company, 
| Philip Morris & Co., Schenley Dis- 
tillers, Kellogg Company, Standard 
| Brands, Bristol-Myers Company, 
Andrew Jergens Company, Miles 
Laboratories and P._ Lorillard 
Company. 
P & G First on Radio 

The $4,000,000-$3,000,000 group 
| in the four media embraced Chrys- 
|ler Corporation, Texas Company, 
|Quaker Oats Company, National 
| Distillers, Ford Motor Company, 
and Socony Vacuum Oil Company. 


Procter & Gamble was first in | 


network expenditure, with $10,- | 
825,222, followed by General 
Foods, $8,507,765; Sterling Drug, 


$7,666,626, and Lever Bros., $5,- | 
794,570. General Motors was first | 
in magazines, with $7,944,207, fol- | 
lowed by P & G, $4,676,014, fol- 
lowed by Seagram Distillers, 
$3,462,040; General Electric, $2,- 
856,648; Colgate-Palmolive-Peet, 
$2,805,096; and General Foods, 
$2,774,843. 

Reynolds Tobacco led the news- 
paper list with $3,528,500, followed 
by P & G, $3,261,000; Coca-Cola, 
$2,784,500; Seagram, $2,579,500, 
and General Motors, $2,574,000. 

General Motors was far and 
away the largest farm publication 
advertiser in 1943, with $1,281,267, 
the CBS figures show. General 
Foods was second in this medium, 
with $468,372, and Reynolds To- 
bacco third, $432,170. 

Of the 100 leaders, 98 were 
listed as using newspapers, 96 
magazines, 77 network radio, and 
63 farm publications. 


Names Myron Elges 


Myron A. Elges, formerly with 
the Blue Network, has joined Hill- 
man-Shane-Breyer, Los Angeles. 


“On the Banks of the Wabas id 


Look at 
THIS MARKET! 


In the 33 rich counties surrounding In- 
dianapolis, dominated by The News, re- 
side ONE AND A QUARTER MILLION 
prosperous Hoosiers who today enjoy an 
effective Buying Income of over ONE 


AND A QUARTER BILLION 


LARS. Is your present or post-war prod- 
uct being presented to this concentrated, 


diversified-income market? 


enc v 


® 
‘ 


-_ 


Wherever You Go In Indiana 
You'll Find It’s “THE NEWS” They Read 


a 
pony ‘ 
“_ - 
= ~— 
2 


Neeeteodll® 


They Sure Do 
Read “The 


NEWS”! 


100 Leading National Advertisers, | 94) 


Advertising Age, August 


1944 


Network Radio, Farm Paper, Magazine and N.y, 
paper Expenditures as Reported by CBS 


Advertiser 
Procter & 


General Foods 
Lever 
R. J. Reynolds 
Sterling Drug 
General Mills 
Coca-Cola Co. 


Colgate-Palmolive-Peet. 
Liggett & Myers Tobacco 


American 


American 
General 
Philip 

Schenley 
Kelloge Co. 


Standard Brands . 
Bristol-Myers Co. 


Andrew 


Gamble 
General Motors ... 


PS is hs 


Tobacco Co.. 
Seagram Distillers 
Home 
Electric 
Morris & 
Distillers 


Jergens Ce 
Miles Laboratories 


Network 
Radio Magazine* 
-$ 10,825,222 4,676,014 $ 
8? S84 7,944,207 
8,507,765 2,774,843 
i= S50 5,794,570 2,453,087 
Tobacco 3,426,894 2,458,466 
7,666,626 1,012,412 
5,410,040 1,665,281 
Saale 4,028,011 1,009,182 
2.485.467 2,805,096 
4,021,620 1,826,073 
4,206,745 1,446,451 
Prod.. ay 
O.. 1, 
12 


P, Lorillard Co. .. 7 4 
Chrysler Corp et 15 
Texas Co. ea ee 1,115,586 
Quaker Oats Co. a 546,951 
National Distillers P 1,977,285 
Ford Motor Co. i 2,497,845 361,442 
Socony Vacuum Oil. 1.364,481 1,293,099 
Goodyear Tire Rub't {HL 884 1,960,611 
Bwere & CO; i. cs. 986,227 1,740,249 
Campbell Soup Co 1,546,680 1,271,215 
Wm. Wrigley, Jr. Co 2,657,483 $4,954 
National Dairy Products 1,405,815 931,713 
Brown & Williamson 
TOURCCO ..4.+ 2. iia’ 2,125,058 387,128 
Westinghouse Electri« 537,402 1,597,501 
Lambert Co. .... ‘ 1,761,127 
Armour & Co, ; 1,450,734 
B. F. Goodrich Co... 764,298 1.107.695 
American Tel. & Tel.. 711,228 1,305,609 
H. J. HMeims Co...... 793,408 896,248 
Viek Chemical Co. . 822,037 509,380 
| Lehn & Fink Prod. Co $41,165 1,114,923 
Hiram Walker-Gooder- 
ham & Worts ..... 1,2 

National Biscuit o ; 

U. 8. Rubber Co. .... 96,731 

Firestone Tire & Rub'r 04,508 
| Corn Products Refining $82,253 1 506 
| Carter Products, Ince 760,534 2% rOS 
Ralston Purina Co. . 6,694 625,229 
Studebaker Corp RRO 820,088 
Nash-Kelvinator 1,086,610 
| Lamont-Corliss 18,252 1,275,299 
|E. I. DuPont .... 608,400 95,824 
| Best Foods ; ae 30,715 66,964 
| Canada Dry Ginger Ale ; S78,418 
| Owens-Illinois Glass 1,047,467 194,467 
| Pabst Sales Co SRE 38,718 
Gospel Broadcast. Assn 1,566 

Philco Corp . 4 $91,740 
Johnson & Johnson. 1,007,90 
Wander Co. ..... $72,915 
B. T. Babbitt, ] 5,465 
Pepsodent Co, 53,040 
EF, W. Fitch Co... 1 178,967 
Cudahy Packing Co 256,42 


% Vacations? Vacations don’t stop them! The 


News is there for them, wherever they go. 


In the 


33 counties surrounding Indianapolis, it is de- 
livered and carried in 271 towns and villages alone! 


DOL- 


Read it? They have grown up reading it! More 
than ever, during its 75 years The News is shap- 
ing their opinions, standards of living, buying 
habits, and politics. The NEWS settles arguments 
in directors meetings, homes, and in corner stores. 
Four generations of Hoosiers, too, have helped 
develop NEWS policies, 


advertising censorship 


and format to the end that they, the readers, DO 
read, believe, and ACT upon what they see in The 


News. 


The INDIANAPOLIS NEWS 


The Guat Hoosier Daly, Alone, Does the Job 2 


@ FIRST in daily circulation .. FIRST in advertising linage .. FIRST in the Hearts of Hoosierdom 


DAN A CARROLL IIOE 42nd St 


New York (17) + 


J E LUTZ. Tribune 


Tower, Chicago (11) + J F BREEZE Adv. Director, indianapolis (6) ~ SS or 


4 


| 
| 


Borden Company . 
Baking 


Continental 
Pepsi-Cola Co. 
Sun Oil Co 
Mennen Co 


Lewis-Howe Co, .. 
Standard Oil Co 
Tilford Co.. 


Park & 
Loew's Inc. 


Radio Corp. of America 
Cellucot- 


International 


(N. J.) 


1,038,040 


383,090 


ton Prod, Co.... 1,203,378 
Chesebrough Mfg. Co 643,755 196,084 
E. R. Squibb & Sons 754,38 193,024 
R. B. Semler, Inc. 19,4 288,135 
P. Ballantine & Sons 220,191 196,960 
Libby, McNeill & Libby 987,991 
Doubleday, Doran is 


Jos 
Eastman 


Gulf Oil Corp. 
Union Carbide 


Schlitz Brewing 57 
Kodak Co 1,12 
Consolidtaed Vultee 


69 


(Continued on 


G2! 


Page 


8, 


1,281, 


468, 
187, 
432, 

92 


358 


Farm Paper 


267 
372 
450 
170 


213 


118,045 


4) 


° 


Newspaper* 
000 $ 


,261,000 
,574,000 
3 ,000 
+500 
500 
828,500 
023,000 
500 
467,000 
566,000 
000 
9,500 
305,500 
5,500 
3,500 
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THE DES MOINES AUDIENCE FOR 
BURNS AND ALLEN IS ENLARGED 


Yes, Gracie and George and Swan get a Des 
Moines audience 45.2% above their national Hooper. 
Exceptional? Not at all. The 48 CBS commercial 
evening shows on KRNT average 27.4% higher than 
their national Hooperating (winter-spring 44). No 
wonder more than 150 national and regional adver- 


tisers use KRNT in Iowa’s No. 1 market, Des Moines, 


KRNT, DES MOINES 


* CBS «+ 


A COWLES STATION 


AfMliated with 
Des Moines Register-Tribi” 
Represented by Katz 
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teen mene 


You’ve seen their faces—you know that some 
prospects in the great Wage Earner imarket are 
better than others. 

In Wage Earner neighborhoods, you will mark 


the little ditferences of neater homes, brighter 


kitchens, nore thoughtfully dressed children; and 


in their cupboards, you will note their preference 
for better brands. 

Sifting out this better set in the Wage Earner 
audience was no simple task for the editors ot 


Macfadden Women’s Group magazines. It’s taken 


most omproctant momen tn 


The young Wage Earner Housewives who set the pace for America’s biggest market 


25 years of carefully slanted editorial policy: a 
thorough understanding of the ambitions of young 
Wage Earner wives and mothers to live a fuller, 
better life. 

That the editors ot Macfadden Women’s Group 
have succeeded ii winning and holding this better 
audience of Waye Earners has been repeatedly 
checked by personal visits to their homes. And 
consistent investments, in this great market, by 
America’s finest advertised brands, ofters outside 


confirmation. 
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Luckies Double 
Camel's Gain, 
Survey Finds 


Estimates Made 
of 1943 and 1942 
Production 


New York, Aug. 3.—A compila- 


tion of brand-by-brand production | 


for domestic consumption of cigar- 
ets during 1943 and 1942, made by 


Dr. Charles W. Williams of the! 


University of Louisville, and pub- 
lished by Business Week, this 
week renewed discussions of the 


advertising expenditures of cigaret | 


manufacturers. 
With a percentage gain of 15.1, 
from 59.5 to 68.5 billion units, be- 


tween 1942 and 1943, American! 
Tobacco Company’s Lucky Strike) 


brand more than doubled the 7.3 
percentage gain of R. J. Reynolds’ 


jas Marvel, 


10-mil- 
Wil- 


Camel cigaret and had a 
lion-unit lead for 1943, Dr. 
liams says. 

Camel, Dr. Williams estimates, 
rose last year from 54.5 to 58.5 bil- 
lion units, and Liggett & Myers’ 
Chesterfield was up 11.1% from 
40.5 to 45 billion. In units, Philip 
Morris gained just as much as| 
Chesterfield, it is shown, but its | 
percentage gain was 20, from 22.5 
to 27 billion. Rising from 11 to 14 
billion units, Old Gold of P. Loril- 


|lard had a percentage increase of 


27.3, the greatest of the major 
brands. 


Among other increases estimated | 
by Dr. Williams were: Raleigh | 
(Brown & Williamson) from 12.5 | 
to 13.5 billion; Pall Mall (Ameri-| 
can Cigaret & Cigar) from 5.5 to! 
6.5 billion; Kool (Brown & Wil-| 
liamson) from 4.8 to 5.8 billion, | 
and Herbert Tareyton (American 
Tobacco) from 2.8 to 3.5. 

Brands showing sales declines 
between 1942 and 1943 are listed | 
Wings, Avalon, 20 
Grand, Fleetwood, Domino, Beech 
Nut and Paul Jones. Axton-Fish- 
er’s Spud brand was credited with 
a 33% gain, from 600 million to) 
800 million units. 

Total tax-paid output of all cig- | 


arets in 1943 was 9.4% more than 
in 1942. 
Dr. Williams’ complete estimate 
follows: 
» Output 


in Billions % 

Brand 1943 1942 Change 
Lucky Strike 68.5 595 + 15.1 
a ere cose SED G46 + 7.3 
Chesterfield ....... 45.0 40.5 +11.1 
Philip Morris...... 27.0 22.5 +20.0 
Old Gold... iness SE” BO +- 27.3 | 
Raleigh .... ‘3 13.6 13.6 8.0 
ye BS) . 6.5 5.5 + 18,2 
RE er eee 5.8 4.8 4.20.8 
Herbert Tareyton.. 3.5 2.8 + 25.0 
DO Ae eee 3.5 4.8 -27.1 
i eee ba ; * 20 3.5 14.3 
pS Pe ee 2.5 3.5 28.6 
20-Grand & 

Fleetwood ...... 1.8 2.5 28.0 
Domino eee 1.5 20.0 
Beech Nut ....... 1.0 2.5 —60.0 
SE LS fs genie 1.0 1.0 ae 
EN ce aiRbi Alas & sa5 act 0.8 0.6 33.3 
Pawl JOneeg.....:.. 0.1 0.4 —75.0 
Miscel. brands..... 0.7 1.9 -§3.2 


Total tax-paid out- 
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(100 Leading National Advertisers, 1‘ 43 


(Continued from Page 2) 


put, all brands. .257.9 235.8 


Figures Deceptive 


Advertising and tobacco circles 
were quick to point out that cur- 
rent sales figures for cigarets are 
deceptive to the extent that avail- 
ability is a much more important | 


N PITTSBURGH, in 1888, was born the in- 
dustry that was to give the United Nations 
a 9-to-1 edge in air power over Hitler. By 1939, 
aluminum was in demand for a variety of products 


ranging from cigarette holders to streamlined 
trains. Today, all aluminum is at war. 


Yet 1939, the 
dropped 25%, to 15¢ a pound 


since price of 
aluminum opening new fields 
of application, Alcoa men are 


““imagineering’’ aluminum for 


many peacetime uses not economi- ~ 


cally practicable before this war. 
For many years after Hitler and 
Tojo are beaten, the daring and 


foresight of the men who guide 


aluminum has 


Aluminum is 


With cheaper 


The 


newspaper ° 


in your 


@ No.1 post war market... 


PEPTSBURGH 


cradle of the 
Aluminum 


Industry 


Alcoa will continue to mean good jobs for the 
men and women who work in the Pittsburgh 
plants of the Aluminum Company of America. 


just one of Pittsburgh's stable 


industries whose products are in demand in peace 
as well as in war. Get your share of your No. 1 
Post War Market by using Pittsburgh's No. 1 


Pittsburgh Press 


Represented by the National Advertising 

Department, Scripps-Howard News- N. 
papers, 230 Park Avenue, New York City. 0. 
Offices in Chicago, Detroit, Memphis, 

Philadelphia and Sao Francisco. 


In Pittsburgh 

In Daily Circulation 

In Classified Advertising 
In Retail Advertising 

In General Advertising 
in Total Advertising 


| of any other brand. 


Network 
Advertiser Radio Magazine* Farm Paper Newspaper* T< 
|} Shell Union Oil , 710,104 17,787 372,000 1 
Lady Esther Ltd. 779,568 33,564 19,709 251,500 1 
California Fruit Growers 187,429 615,957 59,107 217,000 1 
Carnation Co + 0S 572,208 235,429 4,193 262,000 1] 
Zonite Products Corp 583,556 310,798 24,777 142,500 1 
Parker Pen Co $90,899 548,171 ‘aoe 22,000 1 
Eversharp, Inc 752,695 196,359 ‘ 89,000 1 
|} Pudential Insurance Co 574,697 431,795 1 
California Packing Co 795,021 1 
»| Pillsbury Flour Mills aye 413,608 106.2 1 
is. C., Johnson & Son 779,960 81,150 = Sad 152,000 1 
Emerson Drug Co. 991.236 hageee | ON eee 1,000 | 
UL, S. Steel Corp. ‘ a7 286 04,583 224,000 1 
TOTALS .$126,097,616 $103,163,285 §$ 7,887,126 $ 61,299,500 $298 


*Expenditure figures for the AMERICAN WEEKLY and THIS WEEK are ji; 
in the magazine total of advertisers using these publications, and have }y< 


ducted from the newspaper total. 


factor than salesmanship and con- 
sumer preference, but they were 
nevertheless quick to make com- 
parisons between-the reported out- 
put of cigaret manufacturers and_/| 
their advertising expenditures. 

As has apparently been true for) 
several years, Lucky Strike seems | 


| to maintain leadership with total | 


advertising expenditures consider- | 
ably smaller than those of its ma- 
jor competitors, and perhaps at a 
unit cost which is lower than that 

In 1943 Lucky Strike advertis- | 
ing expenditures in four major 
media—news, magazines, network 
radio and farm papers—were re-| 
ported as $5,291,325, to which must | 
be added perhaps a million dollars | 
in talent costs, plus production and 
miscellaneous costs. 

R. J. Reynolds is reported to 
have spent almost $9,000,000 for 
Camel in these same media in 
1943, a minor amount of which 
was devoted to Prince Albert 
“combination” copy. In addition, 
Camel talent cost is generally con- 
sidered as higher than Lucky 
Strike’s, and such supplementary 
media as outdoor, car cards and 
American Express trucks, in which 
Camel is reported to be currently 
spending at the rate of nearly a| 
million dollars a year, must also be 
taken into account. 

Chesterfield’s 1943 expenditure | 
was about $7,400,000 in the major | 


media, and probably about $5\\0.- 
000 in outdoor and car card. jp 
addition to the talent expenditiires 
All three, as well as the other cig- 
aret manufacturers, are heavy in- 


|vestors in display material, with 


Chesterfield and Camel both pyo- 
viding 10 or 12 displays a year to 
dealers, while Lucky Strike wusy- 
ally can be counted on for three o; 
four. 

Philip Morris was reported to 
have invested slightly less than 
$3,800,000 in major media during 
1943, and Old Gold slightly more 


Lily of France Resumes 
Extensive Advertising 


Largest campaign planned _ in 
many years by Lily of France, 
New York, includes promotion of 
Lily of France corsets and Lilees 
Bras, the latter introduced about a 
year ago. Corsets will be adver- 
tised in Vogue and in the maga- 
zine section of the New York 
Times. Beginning in September, 
newspapers in New York, Chicago 
Los Angeles and San Francisc 
will be used to promote the bras, 
in addition to radio—marking the 
first use of this medium by the 
company. 

Tie-up material for retail stores 
will also be prepared. Federal 
Advertising Agency, New York, 
handles the account. 


ad Shreveport Times Station 


SHREVEPORT. LOUISIANA 
THE BRANHAM CoO. 
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fuel Conservation Program makes Reconversion 


an actuality for the Heating Industry today! 


It is seldom that. any civilian industry is 
singled out specifically and given an 
essential wartime job which, at the same 
time, insures continuity of dealer function 
and an advance opportunity for reconver- 
sion. This is just what has happened for the 
heating industry. 


DOMESTIC ENGINEERING is proud of its 
part in developing information upon which 
the government based its decision for allo- 
cations and for the manufacture of heating 
equipment. DOMESTIC ENGINEERING’S 
continuing efforts will be in the direction of 
assisting all branches of the heating indus- 
try in discharging their unprecedented re- 
sponsibilities vital to the successful comple- 
tion of the fuel conservation program. 


DOMESTIC ENGINEERING offers manufac- 
turers a market which is a reality today... 
itis a rapidly expanding reality. Full assist- 
ance and information to help manufac- 
turers of heating, plumbing and air condi- 
tioning products reach the Domestic Engi- 
neering Market are available on request. 


*This poster measures 50x38". Announced and re- 
produced in the July issue of DOMESTIC ENGINEER- 
ING, readers are literally flooding us with requests 
for copies. Write and we shall be glad to explain 
how you can tie in with the fuel conservation drive 
and how our services can help you on reconversion. 


YO Gtv/sty 


PATING INDUSTRY 


FIRE CONTROL IN WAR 
< -_ = 


Let Us Help You... 


@ STOP WASTEFUL OVERHEATING 2 
© AdJUST YOUR HEATING PLANT | 
© INSTALL FUEL-SAVING CONTROLS 


FIRE CONTROL AT HOME 

SAVES FUEL ©) REPLACE WORN-OUT EQUIPMENT 
a ii © KEEP THE HEAT IN YOUR HOME | — 

“gill a il © HOLD HEALTHFUL TEMPERATURES | 


(HEADQUARTERS: FUEL SAVINGS 


DOMESTIC ENGINEERING is placing this giant poster* in the windows of 
thousands of heating contractor-dealers from coast to coast. This sign has 
double significance. From the standpoint of keeping homes, offices, factories 
and other buildings heated next winter, it stands as assurance that this will 
be done through fuel savings effected by this Conservation Campaign. 


To Manufacturers with products for the heating, plumbing and air condition- 
ing industry, this sign in contractor-dealer’s windows signifies that here is an 
industry which is well on the way to complete reconversion.... here are 
dealers with a keen sense of timing and merchandising ability ... here are 
the readers of DOMESTIC ENGINEERING ... here is evidence of how they 
respond to messages published in DOMESTIC ENGINEERING. 


FIRST AWARD TO 
DOMESTIC ENGINEERING 


The plaque above shows first award to DOMESTIC ENGI- 
NEERING for best series of articles and editorials published 
in 1943. Leading business papers throughout the country 
competed. Over 290 entries were made for this high honor. 
This is the third year DOMESTIC ENGINEERING has won 


award. 


| DOMESTIC ENGINEERING PUBLICATIONS 


_/ 1900 PRAIRIE AVENUE, CHICAGO 16, ILLINOIS 
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OPA Planning New. 


Information Drive 
on Price Lists 


Aim to 'Glamorize' 
Lists and Increase 
Their Use in Stores 


Washington, Aug. 3.—OPA 
formation officers are putting the 
finishing touches on a highly or- 
ganized trade and consumer edu- 
cation program which is expected 
to improve food price control 
compliance by bringing 


| publicity 


wider and more effective use of 
price ceiling displays. 
Resting heavily on trade co- 


operation, the program is intended 
induce grocers to “merchan- 
the OPA price ceiling lists, 
displaying them prominently for 
the convenience of customers. 
Similarly the campaign 


+ 
LO 


dise’”’ 


envis- | 


When the plan goes into effect, 
the number of price list folders 
printed will be reduced from the 
present 10,000,000 to 1,500,000. 


Consumer Groups Protest 
Preliminary discussions of the 
program have already drawn pro- 
tests from _ strongly 


or five million 
lists. 


Full details of the campaign will 


consumer price 


not be available until after a 
meeting of OPA and food trade 
officials a week from Monday, 


when it is expected that arrange- 
ments will be worked out for trade 


intrenched | associations and trade papers to tising 


Advertising Age, August 7. 144 


holding the price line. A 
ticular goal of the new ad\ 
ing is to break down the reti 
between grocer and custom: 
discussing prices. 

Hope to Make Lists Popu) 


In proposing the use of a 
and publicity to ed 


ages an extensive advertising and|consumer groups, on the ground|supply material designed to enlist) consumers to consult their 


effort to acquaint con- 


that “conscientious shopping, even 


grocers’ support for the price con- 


sumers with proper use of price|in the best posted stores, is pos- | trol program. 


ceilings displayed in the stores. 
When finished, it will involve 
large national and local promo- 
tion in all media, with the War 


Advertising Council and national| the past have been the strongest stickers, 
|advertisers playing major roles. 
in- | 


about | pers. 


sible only when consumers have 
studied their ceiling prices at 
home.” 

The consumer groups, which in 


advocates of grade labeling, and 


continue to distribute at least four 


Crux of the trade effort will be 
the objective of ‘“glamorizing”’ 
price lists, so that grocers will dis- 
play them prominently. Posters, 
trade paper ads, and 
other displays are contemplated. 


lic in the role it must play in 


[Aw J 


tS 
BER 


LIN . 


PPORT ©} rH PAPER SALVAGE 
THE 
No. 25 WEST 43rd STREET 
NEW YORK :8, N. ¥ 
W \ ertisement to 


GOVERNMENT'S 


PROGRAM 


anyone who wishes to have them.) 


cer’s price lists, OPA official] 
sert that they will reach ; 
larger number of persons 
could ever respond to 10,00 
individual price lists. 

In addition, it is said that 
members of the food trades 
_jected to the price lists be 


So important is the program to the foes of simplified retail pric-| In its advertising and publicity, | the availability of compar: 
|OPA operations that it has been) ing regulations, gave their general | OPA wants to make both the con-| prices in Group 1 and Gr 
decided to all but abandon the| approval to the projected cam-| Sumer and grocer realize that each | stores clearly reflected to the 
individual ceiling price folders| paign to “sell retailers on their| has a tremendous stake in the comfort of small indepe 
|which ration boards have been| stake in price control,” but they | success of the food price control | grocers. 
|handing out to individual shop-/| asserted that the agency should | program, and to instruct the pub- Moreover, it was asserted, 


day-to-day price changes 


curred, housewives failed to : 
rect their lists, resulting in ny- 
merous disagreements between 


grocers and shoppers. 


William H. Kelley 

Heads Motorola Sales 
William H. Kelley, formerly re- 

gional manager of the San Fran- 

cisco district of RCA, has resigned 

to become gen- 

eral sales man- 


ager of Galvin 
Mfg. Corpora- 
tion, Chicago, 


manufacturer of 
Motorola ear 


and home 
radios, effective 
Sept. 1. 


Mr. Kelley 
was a sales ex- 
ecutive for RCA 


7 »- 9 ro rec 

W. H. Kelly for 20 years, 
and before that 

was in the sales department of 


Garod Radio Corporation, Brook- 
lyn, N. Y. The Galvin company 
plans to resume civilian produc- 
tion as soon possible on a com- 
plete line of home radios, auto- 
matic phonographs, automobile 
sets and two-way radio-telephone 
systems. 


Hall Greeting Cards to 
Foote, Cone & Belding 

Hall Bros., Inc., Kansas City, 
maker of Hallmark greeting cards, 
has placed its account with Foote, 
Cone & Belding, Chicago, effective 
Oct. 7. 

The company is currently spon- 
soring the ‘Meet Your Navy’ 
show on the Blue Network, which 
will be dropped Oct. 7 because ol 


the Navy’s recent ban on appear- 
ance of Navy talent in sponsored 
radio shows. The company will 
probably continue’ primarily in 
radio. 


Standard Brands Names 
Mitchell, Lord, Davis 


Joel S. Mitchell, former [first 
vice-president and director of the 
Kellogg Company, Battle Creek. 
Mich., has been appointed by 
Standard Brands, Inc., as a dire 
tor and vice-president in chirg 
of foreign operation. 

Philip S. Lord, vice-preside! 
charge of sales, has been elk 
a director, and Arthur W. D 
former controller of Ame 
Steel & Wire Company, has 
named controller of Sta 
Brands. 


Thomas Brown Promo 2d 
Thomas H. Brown, head o 


legal department of Ame 
Home Products _ Corpor: 


Bridgeport, Conn., has been 
moted to secretary and ge 
counsel. 


THEY GET 


7-BILLIO.\ 


FROM A FEW MILLIO JS 


e 


They get it from a market many of 
big competitors have overiooked. “® 
haps, you, too, are cverlooking the © 
lion dollars spent yearly by Ame 3° 
Negroes. So find out how adverti n 
Negro field are reaching biggest 
at littlest costs. Write today to 
state United Newspapers, Inc., 545 
Avenue, New York 17, New York @ be 
ready for some startling, profit-rev 
facts. 
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MOTORISTS IN HAWAII really know what your sales map. Let it remind you that this is a good time to enter 


it means to operate a car in wartime. And during this period the or re-enter Hawaii with your advertising. And choose the Hono- 

many car owners in the Islands have learned a great deal about lulu Star-Bulletin to carry your message. For good reason; in 

iutomotive equipment. Honolulu where the concentrated population of Hawaii is, the 
This market holds more potential customers than you may Star-Bulletin has a carrier delivery to 9 out of 10 homes 


ima sine. Although the number of men and women in the Armed 
Forces is a military secret, an estimate of the civilian population 
ie released by the Honolulu Chamber of Commerce, indicates Honolulu Star-Bulletin 
2! )00 in the Territory of Hawaii, and 225,000 in Honolulu. 

Perhaps sales promotion work in Hawaii has not been prac- OVER 125,000 DAILY CIRCULATION 
for you due to wartime problems. But don’t sacrifice your 


ion in this growing, prosperous market. Pin-Up Hawaii on 


FOR INFORMATION REGARDING SALES REPRESENTATIVES AND DISTRIBUTORS IN HAWAII, WRITE TO SPECIAL SERVICE DEPARTMENT, 
HONOLULU STAR-BULLETIN, HONOLULU, T.H., OR O'MARA & ORMSBEE, INC., NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES 
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Explains Television 
Farnsworth Television & Radic 
Corporation, Fort Wayne, Ind., 
has published a brochure on “The 
Story of Electronic Television” re- 
ducing the relatively new science 
of television to everyday language 
for the layman and prospective 
purchaser. The booklet is pro- 
fusely illustrated with color pic- 
tures from Farnsworth’s national 
ads on its Farnsworth and Cape- 
hart radios and phonographs. 


THE 10 BILLION 
POST-WAR 
BUILDING 
MARKET 
will be 70Y controlled by 
ARCHITECTURAL MEN 


The best way fo reach them 


Pencil Points 


a - The Magazine of Architecture 


American Legion Post and auxili- | “your 
/ary unit in the country will take | Now,” 


Legion Will Run 
Waste Paper Drive. 


s | 


in September 


| 


New York, Aug. 3.— Every | 


|part in a special Legion U. S.| 


| of some 


Victory Waste Paper Campaign to | 
begin Sunday, Sept. 3, and run| 
through Saturday, Sept. 16. The 
drive will be started by getting a 
signed pledge from every family | 
in each community to save a’ spe- | 
cific amount of paper in the name 
service man or woman | 
and deliver it on Sept. 16, which 


will be known as “Honor Roll | 
Day,” to the local “Honor Roll | 
Board.” 

During the last week every 
Legion post commander has re- 
ceived a complete portfolio to} 


guide him in the campaign, from 


commander, in which he states: | director, salvage division, WPB,|}Pulpwood Campaign by the war | , 


“This is the American Legion’s 
chance to do one of the most im- 
portant salvage jobs in this war.” 


Advertising to Be Used 


Local merchants are to be asked 
o participate in the drive through 
the sponsorship of advertisements, 
six proofs of which, ranging from 
a full page down in size, are in- 
cluded in the kit. The copy is 
devoted entirely to the theme, 
Waste Paper Is Needed 
with space for local drive 
instructions and the sponsor’s 
name. Legionnaires are urged to 
solicit all business firms in their 
areas for such sponsorship. Mats 
or reproduction proofs of the ad- 
vertisements may be secured by 
writing or wiring to Milt D. Camp- 
bell, executive director, defense 
division, the American Legion, 777 


| Meridan St., Indianapolis. 


Also included in the portfolio 
is a set of prepared radio an- 
nouncements and interviews rang- 
ing in length from a 30-second 


| spot to a 15-minute interview with 


the local Legion commander. In- 


cluded also are a sample pledge | 


|}and the Newspaper Committee of 
ithe U. S. Victory Waste Paper 
|Campaign, both urging that or- 
ganization for the drive be started 
| immediately. 

Plan Many Ceremonies 

Local printers and newspapers 
will be asked to contribute the 
pledge cards, and local radio sta- 
tions will be asked to donate time 
during the two-week campaign. 

Public officials in every com- 
munity, county and state will be 
urged to participate in the Honor 
Roll Day ceremonies which will 
include parades to Honor Roll 
Boards. Other participants in the 
parades are expected to be re- 
|turned veterans, men and women 
| now in service, Legionnaires, state 
| guards, policemen, firemen, Boy 
Scouts and similar groups. 

The extent of this drive may be 
estimated from the fact that there 
are approximately 12,000 American 
| Legion Posts and 9,000 auxiliary 
| units in the United States. 


Pulpwood Users Campaign 
The start, this week, of the sec- 
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41-01 S36 AVENUE 
LONG ISLAND CITY, N. Y. 


TECH-ART PLASTICS COMPANY 


SUCCESSORS TO BOONTON RUBBER MFG. CO. 


when industrial America 


As we prepare for the day 


emerges onto a new threshold 


of 


opportunity, we turn 


the editorial pages of 


Modern Plastics for guid- 


inspiration, news 


technical help. 


ALUTE 


We 


messages in the advertising 
pages of Modern Plastics 
bring a gratifying response 


from worthwhile readers. 


Modern Plastics, 
you and your staff for the 
for the 


vision and for the contribu- 


untiring effort, 


find, too, that our 


tions you have made to 


the plastics industry. "! 


ODERN 


. the only ABC plastics paper 
. the authority on the subject 


LASTICS 


Chicago °* 


. the established institution in its field |, 
_ one of America’s great industrial publications! 


be © /3ng 


Tech-Art Plastics Company 


PUBLISHED BY MODERN PLASTICS, 
122 EAST 42nd STREET, NEW YORK 
Cleveland »* 


Washington * 


we salute 


NM MEMBER AUDIT 


MAGAZINE 


to 


and 


BUREAU 
OF CIRCULATIONS 


INC. 
17, WN. Y. 
Los Angeles 


Advertising Age, August 


activities committee of t 
wood Consuming ], 
marks another step tov 
achievement of the mont 
of 667,000 tons of wast 
which WPB says is the n 
salvage job to be done ri 

The first of a new series 
wood advertisements, inav 
the early fall campai; 
started on its way yesterd 
1,000 smaller newspape: 
are being used. Three 
space will be used with a 
440 lines. 


‘Paper Trooper’ Pla 


Another paper salva; 
which has met with succ: 
test cities and will now 
nationally in the U. § 
Waste Paper Campaign of 
tion’s newspapers is the 
of paper by “Paper T 
This will utilize the se 
boys and girls all over the 
and, in effect, make the: 
junior workers of WPB 


| tive devices will be used 1 


late and maintain the int 


|school children in the c 
|Warren H. Atherton, national| card and notes from H. M. Faust,|ond year of the U. S. Victory | wPB > ca eae oii 


PB Paper Trooper will 


/on a sleeve or jacket. Fo: 
|ing collection quotas or f 


| Paper 
|signed by Donald M. Nels 
awarded for outstanding achieve 


ning collection 
will be awarded. In 

there are separate certifi 
merit for schools and 
Troopers which 


ments. 


The Paper Troopers plan wa 
devolved by WPB in cooperat 
f Ed 


with the U. S. Department | 


n attractive emblem to b: 


contests chevy 


tes 


individus 


ll 


Yn 
il 


cation, ANPA, and the Cons: 


tion Committee of the Wa 
per Consuming Industries. 


Heads Darling Design 


Jess F. Maxwell, for 


SOVE 


years in the design department 


L. A. Darling Company, di 


New York and _ Bronson, 


has been appointed head of the df 


sign department. 


Spl 


M 


sk EFFECTIVE — 


BUYIN 


-INCOMI 


1943 OVER 


138 MILLIO 


~ DOLLARS 


<e 


THAT'S © 


NEW BEDFOt 


—_ 
TH Mark 


A market of over 208,000 econc 
sound people—thoroughly anc 
sively covered by one outs 
newspaper. 

New Bedford is the hub of 


summer resort area catering t 
sands of visitors who add muct 
wealth and stability. 
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has nothing to do with fine feathers... “7 


PRESTIGE is a force derived from charac- 


ter and reputation... Management men 


Every week and week after week the im- 
portant news of national affairs is spot- 
analyzed in pictures, Pictograms and in 


simple English — clear. crisp. concise. 


have confidence in the character of The 


United States News... that gives your 


a i Yes, we read it each week ns 
i the infcrmation con- 
i “ns in therein of great interest 
wutst cine efit to the business man 
of ea! , - ee 
He 3 RARER. 2 
uct ou 4 mel | nley ¥ 
3 iglund, Vice President lent in charge of Advertising 4 


KELS | MANUFACTURING COMPANY advertising pages prestige beyond price. $0 Mocheletien Place, Mew York 90, 16% —_ 


E JS OF NATIONAL AFFAIRS—more than ever 1 mportant in the per fod that ‘2 ahea 
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Meat Industry 
Campaigns for 
Grass-Fed Beef 


Chicago, Aug. 3.—Led by the 
American Meat Institute with con- 
centrated copy in 370 newspapers, 
weekly and monthly magazines 
and radio announcements, the en- 
tire meat industry will begin a 
campaign late in August or early 
in September to educate consum- 
ers in the preparation of less pop- 
ular cuts of beef. The length of 
the campaign will depend upon its 
effectiveness. 

Need for the wide program fol- 
lowed the government’s announce- 
ment that 15,000,000 head of cat- 
tle, most of them “grass-fed,” will 
be slaughtered in the last half of 
this year as compared with only 
9,000,000 during the first six 
months. This would bring the 
total kill for the year to 24,000,000 
head, 7,000,000 more than 1943. 

Following a two-day discussion 


PACIFIC COAST 
PROGRAM NOTES 


uN \" 
\ 1 


Five are startling news—to 
say the least! —and definitely 
something to shout about! 


The BLUE 
has not one 
«-.-not two 
...mnot three or four, but FIVE 
fifteen minute periods available in 
one of the hottest strips of the 
morning — 10:15 to 10:30, Mon- 
day through Friday. 
A glance at the above chart 
shows this strip surrounded by 
programs sponsored by some of 
the nations biggest and smart- 
est radio buyers. 
“Glamour Manor”... if you know 
your radio, ‘nough said." Breakfast 
at Sardi’s”. .. youcan’t say enough 
.. this tremendous show is the 
top ranking morning show of the 
nation.* The“Kelloge News” has 
a consistently high Hooper rating! 
RIGHT HERE is where you come 
in — just before “My True Story” 
—a Libby, McNeil & Libby sales- 
man par excellence. So don’t 
waste any time. Among the good 
times still available, this morn- 
ing strip is really sparking. 


New York « Chicago Hollywood 
San Francisco Detroit « Pittsburgh 


* Jus 1944 of per Nat mai Ref rt 


!last week of the problem of dis- 
| posing of the vast amount of grass 
|fed beef, leaders of the meat in- 
|dustry, including the AMI, the 
|Super Market Institute, the Na- 
|tional Livestock Association and 
others, sent a telegram to Marvin 
Jones, War Food Administrator, 
urging that he continue his fight 
with the OPA to have this low 
grade beef made ration free. Such 
action, they declared, would aid 
public acceptance of beef which 
lacks the corn “finish” to which 
American consumers are accus- 
tomed. They also urged that the 
armed forces take a larger share 


of the lower grades of grass fed 
beef, most of which they declared 
can be processed satisfactorily into 
rations. 

Prime object of the educational 
advertising campaign is to move 
the lower grade cuts during the 
early fall months, clearing stor- 
age space urgently needed during 
the peak slaughter period in Octo- 
ber and November, which will de- 
mand a record processing of 
575,000 head weekly. The peak 
slaughter period last _ year, 
achieved only with great difficulty, 
was 475,000 head weekly. 


; handles advertising for the Amer- 
ican Meat Institute. 


Lyon to Swertfager 

David G. Lyon, for the past 4% 
years with the Biow Company, 
| New York, has joined Walter M. 
|Swertfager Company as manager 
|of research and a member of the 
agency’s plan board. 


Doody Moves Office 
Edward G. Doody & Co., St. 

Louis market research and public 

relations company, has moved its 


Advertising Age, August 7 


Monsanto Promotes 

| Walter P. Konrad has 
|named branch manager 

|Chicago phosphate divisio) 
department of Monsanto Ch 
Company, St. Louis. Mr. k 
was formerly in the St. 
phosphate sales department 


‘School Shop’ in CCA 


magazine for teachers of indi 
arts and vocational educatio) 
been admitted to members! 


School Shop, Ann Arbor, ? 


Leo Burnett Company, Chicago, | office to 911 Locust St. 


Controlled Circulation Audit. 


944 


PEOPLE... 


After a century and a half of rehearsal in the wings, our 
American scene today is spot-lighted—center stage—be- 
fore an expectant world. 


Shall we present it in true tradition . . . as an inspiring 
drama of risks undertaken and obstacles overcome by a 
free, flesh-and-blood people? Or, shall we yield our roles 
to puppets . . . and see the miracle play, which is Amer- 


ica, re-vamped into cheap imitation of some totalitarian 
"Punch and Judy" show? 


"We the People . . .,"" wrote those inspired fathers as the 
very beginning of our Constitution. And on that solid foun- 
dation of liberty and responsibility for people was reared 
the enduring structure of today's oldest form of govern- 
ment. 


"We the People . . .,"" exulted our pioneers. And on that 
declaration of faith in self and country, they built a sys- 
tem of free enterprise which has made the American way 
of living the envy of the world. 


Here at Chilton, we feel a great obligation to speak out 
against any who would change our American way of doing 
things. The publications we sponsor serve many branches 
of business. And in those publications we shall continue to 
point out the folly which would transform people into pup- 
pets, or substitute the blight of a controlled economy for 
the opportunities that reward thrift and hard work under 
our American system. 


THE IRON AGE e HARDWARE AGE e DEPARTMENT STORE ECONOMIST e BOOT AND SHOE RECORDER e THE OPTICAL JOURNAL AND 
COMMERCIAL CAR JOURNAL e THE SPECTATOR LIFE INSURANCE IN 
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Advert 
s |tional Transitads is pioneering in 
Tran sitads Rates, ‘the transit advertising field what 
|has been a practice of large na- 
Space Guaranteed | tional periodicals. 


a | e - - 
é al |eirculation figures 
l to Advertisers through study of each of the or- 
id ‘o, Aug. 3—As “another | ganization’s selected markets. 


eS : step in the stabilizing of | Among the factors involved in cal- 
; ds as a major advertising| culating the base and rates are 


peat National Transitads,|the size of the city, density of 
nai < week announced “guar- | population, number of transit ve- 
ae -irculation rates and guar-|hicles, average number of rides) 
i oo space,” effective Oct. 1,| per vehicle and number of cards 
al ee 'per vehicle. The new guaranteed 
if in ‘blishing a guaranteed cir- | circulation rate means that should 
m | base for advertising Na-' circulation drop below the base 


The guaranteed rate is based on | 
established | 


figure, advertisers will be entitled 
to and will receive a rebate on a 
pro rata basis. 


Insertions Also Guaranteed 


In addition to circulation and 
rate guarantees, the policy also in- 
cludes guarantee of space, so that 
an advertiser can make long-range 
plans, reserve space and be guar- 
| anteed that his 
| will appear in the towns and on 
the dates specified. Further ad- 
| vantage of the latter policy is its 


; adaptability to special sales drives 


|or with other media, assuring co- 
| incidental appearance. 


advertisements | 


Four years ago National Transit- 
|ads established the policy of one 
rate for local or national, strict 
observance of quoted rates, plac- 
|ing and removing cards in strict 
|accordance with contract, quoting 
of authoritative rider figures from 
sworn statements required of pub- 
lic utilities, and recognition of 
| advertising agencies. 

National Transitads controls 
'both sales and servicing in 37 
| markets, is national representa- 
itive for 120 markets and places 
| business in 140 other markets 
where it has arrangements to sell 
national advertising. 
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Corp., 
Construction Edition, and EL FARMACEUTICO. 


CHILTON COMPANY ( 


Chestnut and 56th Sts., Philadelphia 39, Pa. 
100 East 42nd Street, New York 17, N. Y. 


VIEW OF OPTOMETRY oe 
‘TION Oe 


THE JEWELERS’ CIRCULAR-KEYSTONE 
THE SPECTATOR PROPERTY INSURANCE REVIEW e« OD. & 


Chilton sources and influence are world-wide. Chilton Company 
(Inc.) has an equal interest in Business Publishers International 
publishing THE AMERICAN AUTOMOBILE (Overseas 
Edition), EL AUTOMOVIL AMERICANO, INGENIERIA INTER- 
NACIONAL, Industrial Edition, INGENIERIA INTERNACIONAL, 


A | 


ETS? 
KR V\NX 
\ { | \ | \ 7 \ 


INC.) 


AUTOMOTIVE AND AVIATION INDUSTRIES e 


W. 


MOTOR AGE 


FIRST BIG BREAK IN 
EQUIPMENT BUYING 
OF 1% BILLION DOLLAR 


Kitchen Equipment Quota Lifted to 
72%! Dishwashing Machine Quota 
92%! Other Important Restrictions 
Lifted so Restaurants Can Buy, Hotels 
too! And they need almost every- 
thing! Full details in 1944 Restaurant 
Buyers’ Directory, Closing Septem- 
ber 18th—Get your copy in NOW! 


E have been saying for months, 

and we say again: America’s 
hard-pressed, overworked res- 
taurants need almost everything. 
The past two years have been the 
most critical in their existence, 
Operating at peak capacity —vital 
to the American way of life—they 
have nevertheless been surrounded 
by tremendous difficulties and limi- 
tations. Today they would willingly 
spend 1% billion dollars to renovate 
and replace*. And now, at last, they 
can make a real start. 


But they need your help. They need 
information— what to buy and 
where to buy it. A survey among 
restaurant operators shows they are 
hungry for complete data on thou- 
sands of equipment and service 
items. Your advertisement, in Octo- 
ber Restaurant Buyers’ Directory, 
should give them the data they want. 


Glance through the check-list below, 
based on a recent survey. Prepare 
your advertisement accordingly — 
make your space reservations now. 


* Source: U.S. Chamber of Commerce Nationwide 
Restaurant Survey 


A SURVEY AMONG RESTAURANT 
OPERATORS SHOWS THE FOLLOWING 
INFORMATION THEY NEED FROM YOU: 


(C) New products developed. 

() When old products will be avail- 
able. 

(C) Who is in charge of institutional 
department? 

() Have you a testing laboratory and 
research facilities for improving 
equipment? 

C) Have you sales literature — cata- 
logs, brochures, specification sheets ? 
() Have you sales manuals, showing 
use of products in the restaurant? 

{) Is product sold nationally, or in 
restricted territories ? 

(J Is product sold through regular 
dealers, jobbers or direct ? 

C) If a food product, have you a 
quantity recipe service? 

() Have you sales promotion material 
for users—-menu riders, table tents, 
tent cards, window posters, back bur 
streamers ? 

() Have you a personnel service to 
assist restaurant and hotel customers 
to find manpower - 

C) How often will salesmen call ? 

L) Is your institutional department 
interested in hotel and restaurant as- 
sociation work? 

ae Have you facilitic for demonstra- 
tions or commercial picture to be 
shown before employee proup 


techr 


re 


Emervency delivery 
t irant equipment nstruct en 


ployees how it is to be used 


Ahrens Publications 


RESTAURANT MANAGEMENT 


HOTEL MANAGEMENT + HOTEL WORLD-REVIEW 


71 Vanderbilt Avenue, New York 17, N.Y. 
333 North Michigan Avenue, Chicago 1, Ill. 


Representatives: Blanchard-Nichols-Osborr 
> C & S National Bank Bldg (Atlanta : 
Ga.; Blanchard-Nichols, 1 Bust 
Francisco 4, Calif. : Blanch ird-Nichols, 448 
South Hill St., Los Angeles 13, Calif. 
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THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered in U. 8S. Patent Office 
ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 


Member Audit Bureau of Circulations, Associated Business Papers, National 
Publishers Association, Advertising Federation of America. 


Published at 100 E. Ohio St., Chicago I! (Del. 1337); New York, 330 W. 42nd St., 
New York 18 (Br. 9-6431); Washington editorial office, 1226 National Press Bldg., 
Washington 4 (Re. 7659). 
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Tightening 


Distribution 


Controls 


Several instances have come to 
our attention recently in which it 
appears that some important man- 
ufacturers are quietly taking over 
distributorships formerly inde- 
pendently operated and converting 
them into direct factory branches 
or company-owned _ enterprises. 
This major change in policy is 


being carried out quietly, for ob- | 


vious reasons, since it may be 
some time before the entire dis- 
tributor picture is changed to a 
direct control basis. 


In certain cases it is reported | 
greatly | 
improved the results of operations | 


that the new plan has 
in territories which have been 
handled independently in the past. 


The reason usually given is that} 
was | 


the independent distributor 
too easily satisfied with results, 
and that when the sales quota was 
increased, it was easily possible to 
achieve it under more aggressive 
management directed from 
pany headquarters. 

It is evident that most merchan- 


disers are looking for a highly 


competitive postwar selling situa- | 


tion, and are seeking to establish 
distribution policies which 


entire sales organization. Stand- 
ards of distributor operations are 


com- | 


will | 
insure maximum efficiency in the | 


being raised, so that the company 
rather than the individual dis- 
tributor determines sales poten- 
tials and practical quotas. Com- 
panies with a large stake in 
| consumer business are laying their 
|plans so that there will be no 
| weak link in the sales chain from 
| the factory to the final user. 

The disposition toward greater 
| centralization of distribution func- 
|tions will of course work both 


|ways. The independent  dis- 
|tributor who is succeded by a 
company - owned or controlled 


operation will be available for a 
competitor, and his experience and 
|personal relationships with local 
dealers will be an asset of con- 
siderable value to that competitor. 
On the other 


pany policies may become restive 
and need considerable reassurance 
to the permanency 
present representation. 
It is evident both that large 
operators are seeking to establish 
greater control over distribution, 
and that independent distributors 
may have to prepare themselves 


as 


successfully as representatives of 
| manufacturers in the tough com- 
| petitive sales era ahead. 


Help for Wounded Veterans 


One of the most practical and 
useful projects initiated by adver- 
tising interests for the benefit of 
wounded to 


veterans returned 


Army and Navy hospitals in this 
country for convalescence and re- | 


the Cleve- 
Marketers, who 
assembling copies of business 


habilitation that of 
land Industrial 


1S 


are 


and industrial magazines for dis- 
tribution to government hospitals. 


The idea was originated by John 


C. Stephan, Cleveland industrial 
agency man, and the initial steps 
have been so successful that it 
looks as if the numerous chapters 
of the National Industrial Adver- 
tisers Ass itior vith local 
groups fu ning in most of the 
large centers, will ive an oppor- 
tunity extend f program 
thro. t the country 
rhe t b d the plar 
t busine papers provide tech- 
nical inform vhich will be of 
it é y man who is 
ning to fit him- 


bik, 


| self into civilian life, and that dis- 
tribution of copies supplied from 
the files of advertisers and agen- 
cies will serve a useful purpose in 
enabling veterans to 
themselves. 

The industrial and trade publi- 


to do a better job in order to serve | 
|segment of industry—in which it 


hand, distributors | 
who see a gradual change in com- | 


of their | 


reorient | 


cations which make up the busi- | 
|}and manager of the paper, to get 


ness press thus may have a sec- 
ondary value and influence out of 
proportion to their primary circu- 
lations. It is both interesting and 
impressive that such a movement 


as this should have originated 
| among advertiser and agency 
groups, since it evidences an ap- 
preciation of the basic editorial 
values of the business press which 
fit it in a very special way to 
issist in the rehabilitation of those 
ncapacitated by war 

We are confident that the plan 
to accumulate business informa- 
tion for distribution in this way 
will repay many times over the 
effort in behalf of our wounded 


veterans. 


Cure €Vve 


THINK OF OUR SPONSOR 
THE S@ONSOR: KNOWS THAT 
FAT IS FULL OF VITAMIN 
FoR BRUISES, SPRAINS 


TIGER FAT.SALVE APPLIED 
Te SORE, ACHING 

Tissues WILL 

REVITALIZE 


UGAR- COATING 
HE PILL 


“| THINK TAS IS THE TIME To SAY .SOMETHING 
AGouT—’* “ YES, YES—! KNow, BUT WHY INTERROPT 
ME JUST TO SAY THAT BLATHER'S TIGER FAT SALVE WILL 
RYTHING FROM FALLING ARCHES TO FALLING 
HAIR? WERE ALL AWARE OF THAT. BUT, TIMMY, 
!” “1 am, GEORGE. 
BLATHER'S TIGER 
S— THAT IT IS Gooo 


. You CONT WANT TO BORE OUR 
po Bal Do You?” “No, Timmy, GUT 
| DONT THINK HED MAKE ANY 
SERIOUS GETECTION IF | TOLD » 
OTHER PEOPLE THAT BLATHER'S 


ETc. IT's OLO STUFF Haw!Haw! 
TH’ WAY 
. THOSE 
FELLOWS 
AD LIB AN' 
KID TH’ 
COMMERCIAL 
THEY 'RE GéTS ME 
SIMPLY , 
KILLING. 


es 
=) 


om 


cicateniins 


heat 


“The Unseen Audience,’ by Webster, 
New York Herald Tribune 


In the Panhandle 

As this worried, harassed, de- 
bilitated, misanthropic columnist 
has frequently implied here, the 
non-metropolitan press seems to 
be the only segment of American 
letters—if indeed it is not the only 


| DON’T a 
| POUR YOUR MONEY INTO A RATHOLE 
i 


ws tao G(s 


} 
| 
AND BRING IT TO US 
} 


. 
OUR APPEAL 


re e 


THE 


. 


FIRST NATIONAL BANK 


VERE BUTCH FRANE AND Dave 


is still possible to have some fun 
and at the same time make friends, 
influence people, and pay the 
grocery bill. 


If you don’t believe your Ad-| 


libber, get yourself a copy of the 
July 21 issue 
Herald, published every Friday at 


Panhandle, Carson County, Texas. | 
It seems that David M. Warren, | 


publisher of the paper, found it 
necessary to go to Chicago 
week to help things along at the 
Democratic convention, and he 
got Bill Miller, one-time editor 


his issue out for him, leaving him 
with only one instruction: Tell the 
truth in all news items and ad- 
vertisements. 

This item of information is duly 
chronicled on the Panhandlle 
Herald’s front page, along with 
this further explanation: 


“For a while it looked like we 
would not have any advertise- 
ments in the paper, but the visit- 
ing editor settled that matter by 


writing all the advertisements and 
putting them in the paper without 
showing them to the advertisers. 
All Dave Warren has to do when 
he returns home is collect for the 


excellent truthful adz’s (sic) that 
have told the TRUTH.” 
And the ads are honeys. They 


may not garner any prizes for the 


of the Panhandle | 


that | 


best wit of the year, but they’re 
certainly not the same kind of ads 
you'll see in most papers, and 
they’ll be titillating the waistbands 
and bosoms of Panhandle folks for 
many a week. The Panhandle 
Drug Company, for example, gets 
a half page, in part of which it an- 
nounces that any indication of 
truth is purely incidental, and that 
if you trade with the store “you 
won't have to pay a big income 
tax.” 

The owrer of the Panhandle 
Dry Goods Store is described in 
anot'.er half page as “the man 
wiu0 is responsible for marrying 
|} the woman who gives Panhandle 
|; one of the finest dry goods estab- 
|lishments in a city of this size in 
| Texas.”” The owners of the Uni- 
| versal Oil Company presumably 
| pay for a full-page ad which says 
| that “so far as their help is con- 
| cerned it could be called the Uni- 
| versal Toil Company.” And the 
| candidate for district attorney 
\finds himself advertised —at his 
|}own cost—as a gent “who moved 
‘away from Panhandle because his 
‘friends were asking him to go to 
| work in the harvest fields of Car- 
‘son County, and who has the 
nerve to ask your vote and influ- 
|ence for reelection.” 

Dave Warren, owner of the 
paper, also finds himself buying a 
full page in his capacity as a 
banker, and having himself ex- 
posed as a new partner in a team 
which is good at figuring “new 
ways of clipping a share of your 
hard earned money.” 

All of which goes to prove that 
either (a) it is still possible to 
have fun in the publishing busi- 
ness; or (b) don’t be dumb enough 
to let someone else edit your sheet 
for you. 


Neat Trick 

What should be an unusually 
effective advertising idea is being 
used by Eskay Dairy Company of 
Fort Wayne, Ind. A paper collar 
is fitted around the neck of every 
bottle of milk delivered, and on it 
there is space for customers to fill 
in news items, such as parties, re- 
ceptions, news of men in service, 
oddities, club and lodge news, etc. 
These are collected by milkmen on 
their routes and then sorted and 
arranged for broadcast on the Ess- 
kay news program over WGL, 
Fort Wayne. every afternoon. 


The following document 


nay g 
be secured without charge frop, er 
companies sponsoring _ the ps 
through ADVERTISING AGE, any 
national advertiser or adve ‘isin, 
agency executive writing his 


business letterhead. 


No. 2384. 
You. 


An example of its fashi 
porting is provided by th: 
York Times in this broc 
which reproduces a= seri 
articles dealing with 15 
New York fashion desis 
selected from the mass prod 
field. 


No. 2385. 


They Have Desi, 


Wartime Grit A) 


erica 

Speaks. 
Grit has issued its 9th annual 
reader survey, in which 17,386 
small-town families answer the 


questions: “What will small-town 
America buy when the war 

over, and what makes?”; “How are 
various brands moving off the 
shelves?”; and “How big are Grit- 
America families and what 


are@Benton 
their occupations?” The publica- 
tion’s editorial setup, features and F 
fiction are described, along with — 
blue 


some advertising success stories, 


No. 2386. Mrs. Consumer Speaks 
on What She Expects of America 
Business After the War. 


This analysis by Alice E. Gla-fMVarwic 
zier, consumer relations director 1 
of the Buffalo Better Business Bu- ie 

: Two ] 
reau, and several other folders... . 
have been made available by thei ona 
National Association of Betterfthe / 
Business Bureaus. They include ; 


“An American Ideal in Action,” 
the story of the bureaus’ 
“At the Grassroots of Goodwill,’ 
by Edward L. Green, general man 
ager of the National BBB; and 
“Your Fair Share... ata Fail 


work 


Price,” by Chester Bowles, OPA 
administrator. 
|No. 2347. The Purchase Is thay WOM 
Payoff. 
Importance of the distributio 
and advertising of grocery ) 
ucts, as well as its part in the lo 
marketing picture, is stressed | 
this new brochure prepared | ay By 
the Philadelphia Record. after 30° 
pricing 
No. 2316. War Broadcastiny Acti 
tivities—1943. OPA as 
nd he « 
KMBC, Kansas City, in this angi tiirchiig 
nual report details its manifold ac 
tivities in radio’s second yevr ° 
war, including support of a!! de aia 
serving home front projects. fom he 
No. 2331. Democracy in Action. Why O1 
The story of KYW, Philade phié athe gl 
and its achievements in edu. tion °Y busi 
by radio are told in this |usgMy,,). , 
trated, two-color booklet. man 
No. 2351. How Big a Slice \ :uld@ Adjusim 
You Like? i fu 
This four-page color pr‘ ‘ile 
| tion gives WTAG’s day anc g Backoro 
coverage in relation to t) about ¢ 
other Worcester, Mass., st 0 curie 
|'Figures show the percent: i 
radio sets tuned in to all Wes he stor 
|ter stations during Januat tral Ma 
| February, and time costs ar | 
pared. sb 
No. 2309. American Builder ["@jAmy x, 
| ventory Survey. drow 


A report on product inver ™ 
of retail lumber and buildi: a 
terial dealers is offered in th °°“. 
study, issued by American B: (OH. 
The survey covers 43 buildin) "@ qn 
terials and products; analy: I he 
ventories and postwar re 
ments by regional break 
shows quantities of items ! 
to restore 1941 inventorie 
gives national totals by geo 
ical regions. 
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Advert 


Pow Wow Soap 
on Coast Net 


ancisco, Aug. 2.—A new 


~ oy) 
in weekly dramatic series, 
‘Opp’ nity Theater, will bow 
» the \BC Pacific Coast network 
Aug ponsored by West Coast 
ap npany of Oakland for its 
SOW w cleanser. To be heard 
eh m., PWT, it will utilize 
vpc’s full seven-station coast 
:* t calls for an original 
iram ach week in which an 


ma actor will be given a role 
vith fessional players. A board 
¢ ; will select the best ama- 
the month, who will be 
e opportunity of entering 
» dramatic field. 

“Age cy for the sponsor is Bris- 
her. Van Norden & Staff, San 
‘ranc co. Contract for the pro- 
52 weeks. 


ixwell House Returns 
General Foods Corporation, New 
‘hanging the format of its 
ell House Coffeetime” series 
yn NBC for the first time in sev- 
bral vears, resumes the program 
g 31 as a starring vehicle for 


rank Morgan. Series heretofore 
is co-featured Morgan with Han- 
ey Stafford and Fanny Brice. It 


be heard Thursday, 8-8:30 
m., EWT, spot filled this sum- 
ner by G-F with “Those We 
ve.” Maxwell House agency is 
Benton & Bowles, New York. 


Pabst Takes Full CBS 
Adding 13 CBS stations to its 
‘Blue Ribbon Town” network, 
abst Sales Company, Chicago, 


ow uses the full network of 128 | 


Program promotes Pabst 
lue Ribbon beer, Saturday, 
8:30 p. m., EWT. Agency is 
Warwick & Legler, New York. 
Two Spots for Omar 

Two impressive spot radio cam- 
aigns will begin for Omar, Inc., 
maha, Neb., when on Sept. 16 
The Adventures of Omar,” a 
ialf-hour program with juvenile 
ppeal, will be 
Yonder flour and Omar bread on 


talons. 


0.P.A. From The Inside 


starts August 14 in 


WOMEN'S WEAR DAILY 
RETAILING 


Home Furnishings 


The Writer 


Alfred Auerbach. He was drafted in 1942 
by OPA, and resigned as of Aug. |, 1944, 
ater 30 months as chief of durable goods 
pricing at OPA in Washington, D. C. 


Served under Leon Henderson, Prentiss 
town, Chester Bowles. Continues with 
JPA as consultant. He knows the subject. 


And he can write . . « for years he was a 
rairchild editor and writer. 


The Articles 


Reconversion and where do we go 
‘rom here! 


Why OPA adhered to certain policies 
‘though it knew they were resented 
by business. 


Trials and tribulations of a business 
man in a Government job. 


Adjustments, both industry-wide and 
‘civ jual—"perhaps the most con- 
Yoversial subject of all." 


background 
aou 


thinking that 


brought 
the Vinson memo. 


ous and difficult decisions. 


ne sory that's never been told: Gen- 
"al }aximum Price Regulation. 


fo »ment with special emphasis on 
*be -jobber selling. 


y Navy pricing during the war, 
w surplus goods pricing. 


course is the barest outline of a 

vhose importance to the business 
ity it would be difficult to exag- 
Graphic artwork will help to illu- 
and ilustrate Mr. Auerbach's vivid 
netrating expos'tion. 


_F\RCHILD PUBLICATIONS 
NR HILD BLDG. NEW YORK 3 


heard for Omar | 


a list of local stations. The con- 
tract is for 39 weeks. On Oct. 3, 
Omar will begin sponsorship of 
‘“Ranchhouse Jim,” for two quar- 
ter hours weekly and a half-hour 
on Saturdays on central and 
southern state stations. The con- 
tract is for 26 weeks. Agency for 
Omar is MacFarland-Aveyard & 
Co., Chicago. 


Leaves Fairchild 

Zelma Bendure has resigned as 
director of the retail selling divi- 
sion of Fairchild Publications, 
New York. 


Townsend to Offer 


Ad Rating Service 


W. S. Townsend, Wrigley build- 
ing, Chicago, who with his brother 
developed the Townsend pre-eval- 
uation system for advertising 
which created a furor in advertis- 
ing circles some years ago, will 
shortly announce a report service 
which will rate a company’s ads, 
its competitors’ ads or selected 
ads, in accordance with the ‘27 
point” method which he devel- 
oped. 


| 


a cross-section of current ads 
appearing in national media will 
be available for $120 per year, and 
ratings of individual ads will be 
supplied for $10 each. 


Brunswick Shifts Two 


Robert E. Kennedy, 
manager of the sales engineering 
department of Brunswick-Balke- 
Collender Company, Chicago, has 
been appointed manager of the 
New York territory of the com- 


pany, replacing Walter H. Roesing, | 


A monthly confidential rating of | who has taken a leave of absence. 


formerly | 
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C. L. Ellison, until recently Bruns- 
wick branch manager at Pitts- 
burgh, will become manager of the 
Chicago sales engineering depart- 
ment. 


LTIGRAPHING—F IL 


. Chicagoe Wab. 8 


Drop a hint in Business Week — and it will be heard ‘round the business 


world. 


Take the case of the invitation that was attached to the report ‘‘Industry 


Plans Pensions"’ in the April 22nd issue — an offer of reprints, at a price: 


within twelve weeks, 1100 readers paid $2500 for nearly 21,000 re- 


prints. Extra copies which they bought for good business reasons. 


The editors had important things to say about pensions, things of sound 


business usefulness to management-men . . 


. and, as a perfectly natural 


sequel, Business Week's readers responded (as they continually respond 


to the substantial journalism of this unique business-news weekly). 


It's good to know that the things you say to these management-men are 


headed for such hint-sensitive, active minds! 


—— 


I, May, a nation-wide Ross Federal survey showed company presidents voting 


Business Week ‘‘the one magazine most broadly useful to me as a management- 


man in business.'’ Such reader confidence and reliance on Business Week is going 


to be of very special value to advertisers in the hard-selling days ahead. 


THE 


NEWS BASE 


oF MANAGEMENT'S 


Decisions 


4 
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Loomis Moves Office 


The St. Louis office of Loomis 
Advertising Company has been 
moved to new quarters at 506 


Olive St. 


@ @ @ the source of daily 
business news ... the pref- 
erence of management men 
@ @ @ jn the greatest indus- 
trial area—the central west. 


New Haven R. R. 
Account Moves 
to Pedlar, Ryan 


| New York, Aug. 3.—New York, 
|New Haven & Hartford Railroad 
Company will move its advertising 
account from Wendell P. Colton 
| Company to Pedlar, Ryan & Lusk, 
|New York, on Oct. 1. The account 
| will be handled by Russell Man- 
ney, who recently joined PR&L 
from Campbell - Ewald Company, 
Detroit. 

With the start of “The Kid” 
series, in November, 1942, New 
Haven Railroad advertising was 
widely reproduced and acclaimed 
by other railroads and businesses. 
Response to “The Kid in Upper 4,” 
which originally appeared only in 
newspapers of New York and New 


England, caused the railroad to] 


run this series in its first maga- 
zine campaign. “The Kid” ads 
were written by Nelson C. Metcalf, 
who moved from the Colton 
agency to McCann-Erickson last 
February. 

The New Haven discontinued 
“The Kid” series early this year. 
Its expenditures, which moved up 
to about $350,000 in 1943, recently 
have been much smaller. One 
large insertion advocating coordi- 
nated rail-road-and-air transpor- 
tation after the war appeared 
early this year in about 135 north- 
eastern newspapers. 

In Boston and about 30 sur- 
rounding towns, the New Haven 
currently is launching a series of 
newspaper pages, through the Col- 
ton agency, showing Boston as a 
postwar world “hub,” and urging 
the development of sea and aii 
port facilities, and a unified rapid 


transit system, to maintain its 
wartime growth tomorrow. 


The Colton agency has had the 


New Haven account for 18 years. 
Sam A. Boyer, assistant to the 
president of the road, is in charge 
of advertising and publicity. 


KPHO Joins Blue 

Station KPHO, Phoenix, Ariz., 
on Aug. 15 will join Blue as a 
member of the network’s Pacific 
Coast group, increasing the Blue’s 
total to 195 affiliates. The station 
operates on 250 watts, 1230 kilo- 
cycles. 


WTTM to NBC 


Station WTTM, Trenton, N. J., 
operating on 920 kilocycles, 1,000 
watts, on Aug. 1 joins NBC as a 
basic supplementary outlet, bring- 
ing that network’s total to 147 
affiliates. 


American Builder, Chicago 3, Illinois: 105 West 


AMERICAN BUILDER and the BUILDING 


What IS the Market? The light-load construction industry. This includes 
all the factors that are concerned with home, commercial, light industrial: or 
farm construction. 


The important specifiers, buyers and distribu- 
tors of building materials and supplies are: 


Contractor-Builder: Has always accounted for bulk of new 
home building on contract or for sale . . . 90% expect 
to resume operations post war. Will be largest indi- 
vidual professional buyers of building materials. 

Operative Builder: Mostly “development” builders; style 
setters; the most spectacular of all building profes- 
sionals. 40% own land ready for post war development. 

Carpenter Builder: Small volume operators, but numerous. 
Collectively account for huge building volume. Principal 
builder of farm houses and small urban homes. War- 


MARKET 


time repair and maintenance work has kept him in 
business. 

Lumber and Building Material Dealer: Controls distribu- 
tion of structural building materials and supplies. Does 
some prime contracting. Will become exceedingly im- 
portant as distributor of variety of lines including home 
equipment, mechanical and otherwise. Many have estab- 
lished facilities for prefabricating farm and other small 
structures. 


What is the Editorial Objective? 


Editorially American Builder is aimed at the specific job interests of the dominant 
groups in light-load construction described above. The editorial objective is two-fold: 


ap To provide a clearing house for practical ideas that 
help building professionals plan, construct, buy and 

sell . . . more efficiently, more profitably. American Builder 
has been doing this job for 65 years, through wars, depres- 
sions, and “booms”. But its editors still “wear muddy boots”’ 
. spend much time in the field discussing construction proj- 
ects on the site. They know what active building men need 
and want; provide tests, operative information on the con- 


struction side; practical marketing and merchandising methods 


on the dealer side. 


American Builder constantly probes the problems and 

opportunities of the industry and offers practical sug- 
gestions for ways in which the industry could work toward 
correcting public and political misconceptions; plan for con- 
structive legislation, designed to: a. Make home financing 
facilities available to more people at lower cost. b. Bridge 
post-war unemployment period through cancellation of restric- 
tive wartime limitation orders. ¢. Restore the building indus- 
try to a sound basis by encouraging private building. 


Coverage of Builders and Dealers 


American Builder is read by 57,641 subscribers, all active in 
the building industry, including 13,090 retail lumber and 
building material Dealers and Distributors. 


The copies of American Builder sent to Dealers and Dis- 
tributors are exactly the same as those sent to Building Pro- 
fessionals, except that they have, bound in, a special Dealer 
Distribution Section containing editorial and advertising ma- 
terial of specific interest to those 13,090 Dealers and Dis- 
tributors. (See illustration). 


Among American Builder's 44,551 subscribers classed as 
Building Professionals are the top ranking Builders, about 
30% of the total in America, who account for 70% of the 
residential and light-load-bearing construction. The maga- 
zine’s 13,090 readers among Dealers and Distributors handle 
about 85% of the nation’s building material volume. 


With separate ads in American Builder, and in the Dealer 
Distribution Section, manufacturers can direct separate, spe- 
cific messages to the important Contractor-Builders and to 
the worthwhile Dealers. Since only Dealers and Distributors 
receive American Builder with the Dealer Distribution Sec- 
tion bound in, you can talk shop to the Dealers privately, 
and at the same time know that they will see what you are 
saying to their Contractor-Builder customers. 

Rates: The American Builder General Edition (to entire 
American Builder Circulation 57,641) one page (12 time 
rate): $500. 

Dealer Distribution Section only (Bound into American 
Builder and subscribed to by 13,090 Dealers and Distributors) 
one page (12 time rate): $175. 

COMBINATION RATE; One page per month in each edition 
earns the 24 time rate: $635. 


Who reads American Builder? 


Business Analysis of Subscriptions (ABC Publisher's Statement, Dec. 31, 1943, based on November issue). 


Construction Group: 
Builders (Contract and speculative, including 


carpenter builders and mason builders)........... 30,534 
Sub-contractors eer ree 517 
Construction superintendents and foremen....... 680 
Miscellaneous occupations (such as journey- 

men, painters, roofers, cement workers, cabi- 

net makers, floor sanders, etc.) 670 


Total 32,401 

Professional Group: 
Architects 1,290 
Engineers 623 
Total 1 913 


Distributing Group: 
Ret 


ail lumber and building material dealers 12,455 
Manufacturers and wholesale: of buildings 
materials, and equipment dealers 635 


Total 13,090 


Real Estate Group: 
Real Estate Operators (appraisals, cooperative 
apartments, industrial property, property 
management, mortgage and finance, brokers, 


sub-dividers, real estate builders) | adinahad @.6biare 1,967 
Banks, finance companies, building and loan 
companies, insurance companies - a 657 


Total 2.624 


Miscellaneous: 

Newsstand sale . , rr eae . 3,315 
Libraries, schools, colleges, clubs, reading 

rooms , 2,331 
Individuals building and planning to build 99 
Miscellaneous occupations 1,047 
Awaiting classification 768 
Military—destination unknown 53 


Total 7,613 
Grand Total 57.641 


Adams Street @ New York 7, New York: 30 Church Street 
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DIPHTHERIA 


Give your child the safeguard medical 
science now offers. Immunisation is safe 
and simple. It gives almost certain pro- 
tection against death from Diphiheria ous winter months. 

The best time i just before the first | free—apply to your 
birthday; but every child under 15 | School or Welfare Cer 


IMMUNISATION 


temmed 6) > 
the Ministry of Health und the Comiral Council for Health Educovion iS 


ought to be immunised 
three months to deve 
child treated now, read 


heey 


PROTECTION—This newspaper copy js 

part of a new diphtheria immunization 

drive which is being carried on by 

Britain's Ministry of Health. Posters 

films, leaflets and as much time as BBC 

can spare are all getting behind the 
effort. 


Cleland Joins B&B 


Philip Cleland, associated with 
N. W. Ayer & Son for the past 19 
years, has joined Benton & Bowle 
New York, to assist William R 
Baker Jr. as an account repre-— 
sentative on General Foods prod- 
ucts. 


Gets Rum Account 


The Chicago office of Holde 
Morrow Collier, Inc., Miami, Fla 
agency, has been named to handle 
the Ron Bombo rum account fo: 
American’ Liquor Distributor: 
Inc., Chicago. A campaign, using 
outdoor, principally, is scheduled 
to run in five states. 


THE MARKETS 
BELOW 
ARE THE 
MARKETS 
TO KNOW! 


Exclusive 
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SII ic sancdsesctanseuas Buffal 
| ENE rer eerrr rrr ere Cincinna 
BAERS APRS ran rc rewire) Julut 
ST cikssinstokasedunseeuns F 
Sp iaftagab bt debeatebias eee Indianapoll 
WKZO SRW an ka cde yea ae ee Ka!imaz0 
Ra peeapieeanigianaeeirarieer tar Kansas Cit 
RAE Se cere meee isville 
BE. vavoncacmannns Minneapolis--'. Pav 
SD 655s tu.oc0k dud ca eae eae Peorls 
Nous Chas age antabeusenntes meee 
[. sas Sannccaneeeaeiakeenaes racust 
| 1OWA 
PO cs dccacdeabveeedeness oa Des Moiné 
SED ¢:abschcnandatanaeieeayenal Da: enpot 
EN cha c; caeanuauhedcusae She: indos! 
SOUTHEAST 
Pe Se Pre Ba timort 
ME dats cu sus ieidy sttiaseaid Ch. resto 
eae ux ce 75 eb anaes rental C. jumbls 
DME doa.4 wot, se ausnos boda is leis 
k _ Beesiairacnyey to nigentnes inokt 
SOUTHWEST 
0 Taare er errr Albu. vergtt 
f{- ee Soaneis Corpus Chri 
an -20 62 004 «Gena weno coteeiaeee ist 
MEL) cncickexaheesebeeadd Oklaho 1 { 
SEE: ‘san sandebaenasadentansial Tulss 
PACIFIC COAST . 
ONS i sics cade tataevaeee Los — ngelé 
MEE - bc cas Coed oosaa eeean eens lat 
6 ee Oakland-San ! “i 
ME cesccensdavandocunmsenes eat 
MEE a vetuwe ce canaene Fairbanks, \!a* 


and WRIGHT-SONOVOX, |! 


* 
For latest radio Information, ‘' 


FREE & PETERS © 


Pioneer Radio Station Represe i" 

Since May 19382 

CHICAGO: 180 No. Michigan.......Fran 7 © 

NEW YORK: 444 Madison Ave.....P! 
ATLANTA: 322 Palmer Bldg. 

SAN FRANCISCO: I11 Sutter........S 

| HOLLYWOOD: 6331 Hollywood Blvd. .G 
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Up in the front lines . . . where the ma- 
chine guns rap out a murderous tattoo 
and mortar shells splat in the wet sand. 
Right in the thick of the Normandy 
holocaust —that’s where Newsweek war 
correspondent Al Newman spotted 


Battle Baby. 


It’s a story that’s been told before. At 
Tarawa, Salerno, Anzio and Tulagi.. . 
wherever you find American fighting 
men and their biographers, the war cor- 
respondents. For our military leaders 
know there’s nothing like news from 
home to keep a fighting man at razor 
sharpness. That’s why Newsweek’s six 
special editions for the armed forces 
rate top priorities in shipment to every 
battlefront—extending by links that 
reach around the globe Newsweek’s 
influence among those who will lead 
tomorrow's peacetime America to ever 
greater triumphs. 
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To Johns-Manville i; iv F d 
Grant H. Adams, for 13 years | our § Xpan 

head of the media department of | 

Spitzer & Mills, Toronto, has been | 


appointed 


sales promotion mans, Work for More 


ager of the Canadian Johns-Man- 


ville Company, Toronto. 
succeed Harry A. Kayes, who has 


He will 


| 8 Lf 
resigned to join Lowe Brothers, | Understanding 


Toronto paint manufacturer, as 


| 
advertising director and executive | 
of the sales department. 


Research and Future 
Personnel Are Part 


We can't ost larger space in | New York, Aug. 2. 
which to te 


rons te kay Your Contrac- | American Association of Advertis- 
ul 


tor- 


Send for a copy of this 
booklet, just off the press, or 


ask your advertising agency 
about it. 
*These are the men that ere going to 


of Wider Program 


| Three 
| a most important \“areas of future work” of the 


der Customer. _ing Agencies are “understanding, 


|research and future personnel,” 
|Frederic R. Gamble, president, 
\told ApverRTISING AcE this week. 
“Understanding,” he explained, 


do the building thet all the talking |covers various Four A’s activities 


is about, 


PRACTICAL BUILDER 


59 East Van Buren 


|to increase the public’s knowledge 
lof and respect for advertising. 
These include the Four A’s part in 
Chicago 5 Council, to which it has con- 


years, and on which 125 agency 


the work of the War Advertising | 
tributed $55,000 in the first two | standing’ job. 


the Committee on Consumer Rela- 


| president of the Four A’s, to which 
|the association in six years has 
contributed $35,000; ‘Washington 
relations,’ and other work. In 
| August, for example, a Four A 
| representative will appear before 
| the annual Chautauqua session in 
|upstate New York to explain ad- 
_ vertising before a representative 
/consumer group. 


Aids with Research 


Future Four A’s research work, 
| Mr. Gamble added, will be con- 
|ecerned with media and other fac- 
‘tors in advertising effectiveness, 
and with channels of distribution. 
|The association has worked with 
the Audit Bureau of Circulations 
for many years, and more recently 
| has been a co-sponsor of such or- 
| ganizations as the Advertising Re- 
|search Foundation, Cooperative 
| Analysis of Broadcasting and 
| Traffic Audit Bureau. 

| “The problem of getting better 
future personnel for agencies,” he 
|said, “also is largely an ‘under- 
We plan to help 
|educate agency owners, employes 


tions in Advertising, Inc., headed | 
;by John Benson, until recently | 


task forces have been engaged;|and prospective employes to do a 


more effective and more construc- 
tive advertising job. This part of 
our plan is still in its preliminary 
stages. 

“T emphasize the word ‘under- 
standing,’ rather than some such 
term as ‘public relations,’ because 
we intend to take in as well as to 
give out.” 

A current booklet of the associa- 
tion outlines its principal present 
activities and services as follows: 

“1, To protect, strengthen and 
improve the agency business. 

“2. To advance the cause of 
advertising as a whole. 

“3. To give service to its mem- 
bers; to do things for them either 
that they cannot do for themselves 
or that can be done better or less 
expensively through the associa- 
tion. 

“4. To preserve and strengthen 
the ussociation itself as a means 
of accomplishing these objectives.” 


Has 150 Members 


Since its founding in 1917, the 
association has grown to its pres- 
ent record membership of 150 
agencies, whose total billing is 
estimated to be more than two- 
thirds of the total national adver- 


LAN TO VISIT SEATTLE right after 
the war. Go fishing in Puget Sound for 
big King Salmon—virtually within the 
Seattle city limits. Salmon will give you a 
real fight; they weigh up to 50 pounds. We 
promise one of the most thrilling fishing 


cruises you have ever enjoyed. 


* The SEATTLE TIMES has approx- 
imately 50% more daily circula- 
tion in Seattle than any other 
news paper. 

* It is the preferred newspaper in 7 
out of 10 Seattle homes. 

* The SEATTLE TIMES is 80% 


home-delivered. 


WEES POPE Er ae 


Represented by O'MARA & ORMSBEE, Inc., NEW YORK 


= 


Of course the “catch” is we want you to 


see for yourself that all the things we have 


said about the permanence, growth, wealth, 


and future prospects of the Seattle market 


are true in every detail. The trip will pay 


you both in thrills and dollars. So make it 


a date —right after the war. 


HEAD AND SHOULDERS ABOVE ALL SEATTLE PAPERS 
0 
i 


Searrie Times 
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tising volume. 

Under Mr. Gamble, six F A 
staff members direct va cs 
phases of its widening ac 
Robinson Murray, in add 
contacting councils and ¢! 
and soliciting new membe 
works on legislation affect 
vertising and on postwar p| sad 

Richard Turnbull has eter 
much of his financial wor! 
Karl Giesen and is now | 
trating more on member 
and member problems. Mr: 
MacKenzie continues to 
general information 
agency recognition and the 


on creative and promotiona! 

“Some of these activiti 
have carried on for years 
are newer,” Mr. Gamble con 


postwar. There are three maj, 
selling forces, on which postwa, 
prosperity largely will deveng 
personal salesmanship, sal; 
motion and advertising. O; 
advertising is the mec! 
counterpart in distribution of th 
machine in production. On " 


bility.” 
do its part. 


Hill Seeks FCC Okay 
on Purchase of WILM 


chase of a two-thirds interest | 
Station WILM, Wilmington, Dp: 
for $125,000, from the Delawar 
Broadcasting Corporation. 

The broadcasting corporatior 
which will retain a one-third jp. 


WDEL in Wilmington. If th 


it affects the contact of a rtis. 
ing. Robert C. Jackson On- 
cerned with research and adv ertic 


ing media, and Herald Beck orde. & 


“All are being pointed towap, 


tising will fall the main responsi- 


The Four A’s is getting ready to iM 


FCC approval has been sought 
by Alfred G. Hill, publisher of the 
Times, Chester, Pa., of his pur- Bl 


terest in WILM, also operate: 


transfer is approved, Mr. Hil 
plans to move WILM to Chester 
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ADVERTISING PUBLICATIONS, INC., 100 East Ohio Street, Chicago 11 


Repeated experience in the form of positive and profitable 
response has created among advertisers a solid confidence 


in The Chicago Daily News as Chicago’s BASIC advertising ai 


medium. Because of such confidence The Daily News has ee 
carried each year, for 45 consecutive years, more Total Dis- 
play linage than any other Chicago newspaper — morning, 
evening or Sunday.* Business executives, over this 43-year 
span, have placed in The Daily News an amount of display 
advertising in excess of four hundred million lines. With 
more than a million reader-friends of substantial buying 
means, this HOME newspaper has paid advertisers so well 


that they rank The Daily News as 


Chicago s 
BASIC Advertising Medium 


THE CHICAGO DAILY NEWS 


LY NEWS PLAZA: 400 West Madison Street, CHICAGO NEW YORK OFFICE: 9 Rockefeller Plaza 
fROIT OFFICE: 7-218 General Motors Building SAN FRANCISCO OFFICE: Hobart Building ay 
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To Johns-Manville 


Grant H. Adams, for 13 years 


| 
head of the media department of | 


Four A’s Expand 


Spitzer & Mills, Toronto, has been | 
appointed sales promotion man- | or or ore 


ager of the Canadian Johns-Man- 
ville Company, Toronto. He will 
succeed Harry A. Kayes, who has 
resigned to join Lowe Brothers, 
Toronto paint manufacturer, as | 
advertising director and executive | 
of the sales department. 


We can't get larger space in 
which to tell a most important 
story —’’Meet Your Contrac- 
tor-Builder Customer.’** 


Send for a copy of this 
booklet, just off the press, or 


ask your advertising agency 
about it. 


*These are the men that are going to 
do the building that all the talking 
Is about, 


PRACTICAL BUILDER 


59 East Van Buren Chicago 5 


‘Understanding’ 


Research and Future 
Personnel Are Part 
of Wider Program 


New York, Aug. 2.—Three 
“areas of future work” of the 


| American Association of Advertis- 


ing Agencies are “understanding, 
research and future personnel,” 
Frederic R. Gamble, president, 
told ADVERTISING AGE this week. 

“Understanding,” he explained, 


|covers various Four A’s activities 
| to increase the public’s knowledge 


of and respect for advertising. 
These include the Four A’s part in 
the work of the War Advertising 
Council, to which it has con- 
tributed $55,000 in the first two 
years, and on which 125 agency 


task forces have been engaged; 
the Committee on Consumer Rela- 
tions in Advertising, Inc., headed 
by John Benson, until recently 


| president of the Four A’s, to which 


the association in six years has 
contributed $35,000; “Washington 
relations,’ and other work. In 


August, for example, a Four A 


| representative will appear before 


the annual Chautauqua session in 
|upstate New York to explain ad- 
| vertising before a representative 
consumer group. 


Aids with Research 


Future Four A’s research work, 
Mr. Gamble added, will be con- 
| corned with media and other fac- 
tors in advertising effectiveness, 
and with channels of distribution. 
| The association has worked with 
the Audit Bureau of Circulations 
for many years, and more recently 
has been a co-sponsor of such or- 
ganizations as the Advertising Re- 
|search Foundation, Cooperative 
Analysis of Broadcasting and 
Traffic Audit Bureau. 

“The problem of getting better 
| future personnel for agencies,” he 
| said, “also is largely an ‘under- 
standing’ job. We plan to help 
educate agency owners, employes 


and prospective employes to do a 
more effective and more construc- 
tive advertising job. This part of 
our plan is still in its preliminary 
stages. 

“T emphasize the word ‘under- 
standing,’ rather than some such 
term as ‘public relations,’ because 
we intend to take in as well as to 
give out.” 

A current booklet of the associa- 
tion outlines its principal present 
activities and services as follows: 

“1. To protect, strengthen and 
improve the agency business. 

“2. To advance the cause of 
advertising as a whole. 

“3. To give service to its mem- 
bers; to do things for them either 
that they cannot do for themselves 
or that can be done better or less 
expensively through the associa- 
tion. 

“4. To preserve and strengthen 
the ussociation itself as a means 
of accomplishing these objectives.” 


Has 150 Members 


Since its founding in 1917, the 
association has grown to its pres- 
ent record membership of 150 
agencies, whose total billing is 
estimated to be more than two- 
thirds of the total national adver- 


LAN TO VISIT SEATTLE right after 


the war. Go 


fishing in Puget Sound for 


big King Salmon—virtually within the 


Seattle city limits. Salmon will give you a 


real fight; they weigh up to 50 pounds. We 


promise one of the most thrilling fishing 


cruises you have ever enjoyed. 


; out of 10 


* The SEATTLE TIMES has approx- 
imately 50% more daily circula- 
tion in Seattle than any other 
news paper. 

* It is the preferred newspaper in 7 

Seattle homes. 

* The SEATTLE TIMES is 80% 


home-delivered. 


oe re 


Represented by O'MARA & ORMSBEE, Inc., 


NEW YORK » 
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Of course the “catch” is we want you to 
see for yourself that all the things we have 
said about the permanence, growth, wealth, 
and future prospects of the Seattle market 
are true in every detail. The trip will pay 
you both in thrills and dollars. So make it 
a date —right after the war. 


HEAD AND SHOULDERS ABOVE ALL SEATTLE PAPERS 
0 
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Seattle, Washington 


DETROIT * CHICAGO + LOS ANGELES + SAN FRANCISCO 


Advertising Age, August 7 944 


tising volume. 

Under Mr. Gamble, six F;, 
staff members direct va), 
phases of its widening act 
Robinson Murray, in addit 
contacting councils and ch 
and soliciting new membe; 
works on legislation affect; 
vertising and on postwar pk 

Richard Turnbull has tad 
much of his financial work 
Karl Giesen and is now ec 
trating more on member , +e 
and member problems. Mrs. 
MacKenzie continues to w. 
general information 
agency recognition and the 
it affects the contact of ad 
ing. Robert C. Jackson 
cerned with research and ad 
ing media, and Herald Beck 
on creative and promotiona] 

“Some of these activiti 
have carried on for years, 
are newer,” Mr. Gamble con} 
“All are being pointed ; 
postwar. There are three 
selling forces, on which p 
prosperity largely will « 
personal salesmanship, sal: 
motion and advertising. 0; 
advertising is the mech 
counterpart in distribution of ¢h, 
machine in production. On ad 
tising will fall the main res», 
bilitv.” 
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REPLY CARD 
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} epeated experience in the form of positive and profitable 
response has created among advertisers a solid confidence 
in The Chicago Daily News as Chicago’s BASIC advertising 
medium. Because of such confidence The Daily News has 
carried each year, for 43 consecutive years, more Total Dis- 
play linage than any other Chicago newspaper — morning, 
evening or Sunday.* Business executives, over this 45-year 
span, have placed in The Daily News an amount of display 
advertising in excess of four hundred million lines. With 
more than a million reader-friends of substantial buying 
means, this HOME newspaper has paid advertisers so well 
that they rank The Daily News as 
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THE CHICAGO DAILY NEWS 


LY NEWS PLAZA: 


100 West Madison Street, CHICAGO 
fROIT OFFICE: 7-218 General Motors Building 


NEW YORK OFFICE: 
SAN FRANCISCO OFFICE: Hobart Building 


9 Rockefeller Plaza 


t 
4 


eh ib ‘i y ~ & : ox 
a Y ? ¥ : a ik ark ea Spe . + , : ; } ; xy fa 
ae Sei a ' Pig. ae ie casi e Es 
4 ? pts ee ” ee a 
. : ves = “3 
i, 1944 = . 
4 i Be i 
i as r x ee ca ae za js 
4 fi Sy 2 eee Mya j Beg ta 
A + em ‘ts , SPs: 
’ i * L \ Ss Be cat 
* eae ee 5 an Soe i e 
e 4 % Caer ads -Zj cE 
s q = on ? e 
. + , E 7 “Se? ; 
7 .o b 7 a 'y = 77 S 
, : eS Ue Ca ie 
I . y” is. : ; | ee -. eet aes 
: — Ul OOO — eS 
: ‘ = 0 Sige eet a Be “aa ae ‘ 
\- ‘6 SF a ee a i a ae ; Bs i ‘ ee 
5 a Az a : ae eae OR Sia ier E ih e's 
ta 4 te oo Ba ES a ae os nim . aa 
. ) a pe ieee Pr. AS 4 : a ‘ i 4 a 
: s > rt me 3 % =, ae PON Somes : . es —- = 
( im ff  * SE: eee 2 Be OF , Beek . Soke Ree ey} 
ca 7 ae Seca ee bani ; m. 4 ‘e a tae 
W a fo oe , i) tee oo ; om # a F ™ . ae oe . cane 
a as eat TE eee is age ee Br. a i ee i ae, ree ‘ 
; Or ‘i % - oP Ree aie erie! om aes: Lae 3 : we ce a 
: = @ : ee eae ™ ‘ea ES ake Ee a ee tae 
‘ _ @ ie Sea Be, ae a : > ee & \ Sa - 
l tis & et Sa a eae 3 ee ik ees = Ss E 
| iy = Me same -  Raee sh sil | . as Eee 
1 ‘ a Re ee Se ee ces, ‘ee ites as Be af. 
1S- ie De RE oa gee eae i ‘le 
’ AM SSS ee Bek Mara atte ok ee 7 a. 
: rk & ae * se —— ; : a 
} n ¢ . bs - 
¥ 2 3 Qe is » ry r =e it : 
, Some y re kee Re tenes 
¢ 3 Zi 5 ¥ . , enh oy 
tinued a tet, eas ee oy Oa Ea ae 
+ es eo . its eos d cae 
t ird es Ga ‘ ; a 
> mai 4D — 
aln = Fri. i 2 
3 eh seh a a? 4 Lt 0 vs 
ostwar : ie sel Je Rett Oe ts 
1d ( ee « : Ba 
@s pro- 2 a | : _ aa 
| mad = i Tie ns 
= Zed ve ae 
the Ls - oe i F : i e j “e = 
‘ver- : ; re : ‘ he < _ - a aes ’ : i oe / c 
STK ns sae cat 2 et ia 7 : ae: oN ; a , a ci : es 
‘va es, ‘ + ae ‘ fem aa - ; 
ae — oe _-- jy ae See: 
Mae Am Ge k re ot Bee il Tats be 
i? a g x 4 . pais <= Cased 
oi - . - ’ te o's : me yy : Rk ahi. / 7 = Eee 5 cerns 
Dy, i ri Et ee A =. Pes oe : Soe Sa eS A ne a ae Gece 
No 27 paeees Scan = : e33 - on Os 
stage Stamp =" ? @ 5 ie a, a x 
Necessary ; a on 
Maile a > oe 7 
ailed in the 4 ; ee a : 
nited States ; - ger ES r ai. 5 ae on 
* a oh ee: R P, ne a eran 1 ee 
— tc a eae ee = ag. sy oe is Faas Se : 
AS Be m e x | duet ee e F . ce 
\ . cae 2 
c ea 
. i et ita rs 
aj ae a 
i 7 7 ah ol 
; ib ES 
a 
: ° E Ree 
= “ . . a oo a oe 5 er 
sen 
> ea = 
“ oe we ae 
3 : “ Saas hn : < - x > * z . ae _ oe 
Bay. 
f 2 
ro, : 
* Fm : 
: meee 
< S$ . , 
i " Z 
/ y - 
] a. 
j =. aah 
. 5 ‘ - Ale i) 
q : 8 
; ao Roe 
ie 
Ae 
as 
sn 
Bi 
3 Ee 
- 2 
a ae 
— Va 
nf a 
> es Bat 
5 he ee 
», a 
ian 
* a 
E a 
4 ss 
a . 
a 
= 
, 4 
‘ A, 
ae a 
; ae 
> g i P— 7 
4 eo, 
is a ae 
y _— 
- 7 e o m aS ca 
7 “ay oe 
i Fii¢ tit i —e 
j .¢ f . & . Poewier ag 
f aes ca 
: ve ia Gi 
' A “a 
be 
’ y an i 
7 ee ss 
— er C 
: : a0 _ 
ee 7? 
ot he 
é ee aa : 
: 
‘ 
p> > F 
Vite s 
" a . 
a iy . + ~ : . A . . * ae 


18 
Hargrove Joins JWT 


Frank Hargrove, formerly with 
Prior Motion Picture Company, 
New York, has joined J. Walter 
Thompson Company, New York. 


for NEW POST-WAR HOMES 


ARCHITECTURAL MEN WILL 
DO THE SPECIFYING 


For greatest coverage use 


Pencil Points 


The Magazine of Architecture 


Women Approve 
Dehydrated Food 
in U. 5. Survey 


Washington, D. C., Aug. 2.— 
Potential postwar rivalry between 
canned and dehydrated foods is 
foreshadowed in a consumer sur- 
vey completed by the Department 
of Agriculture this week, reveal- 
ing that many housewives would 
be willing to buy dehydrated 
products even if they cost more 
than canned goods. 

According to the survey, which 
was conducted among a cross sec- 
tion of Chicago housewives, an 


|!actual majority preferred the de- | 


|hydrated product to the canned, 
once they had been introduced to 
|it. Popularity differed for various 
'products, ranging from 89% for 
dehydrated cranberries over 
canned, to 55% for riced potatoes. 

The survey was conducted as 
part of a government program to 


determine the postwar possibilities | 


of a new industry which by the | 


end of 1943 had 700 plants, valued 
at $650,000,000 and an output of 
$800,000,000 a year. 


Checks 431 Housewives 


| In making the survey, the De- 
'partment selected 431 
housewives for the test, supplying 
them with a number of dehydrated 
|foods and soliciting their reac- 
| tions. The test was aimed only at 
individual consumers, and did not 
take into consideration potential 
commercial markets. 

Few housewives would be will- 


ing to use dehydrated foods when 
fresh were available but 57% indi- 
cated that they would use dehy- 
drated foods if they were on the 
market. Approximately 75% of 
the women said they were con- 
vinced, after the tests, that the de- 
hydrated foods were tasty. 


Concerned About Taste 


Housewives were mainly con- 
cerned about the taste and diffi- 


|culty of preparation of the dehy- 


Chicago | 


drated foods, the Department 
learned. Few were’ impressed | 
with arguments about nutritive 


value, the fact that they keep 


|longer than other foods, or that 


they occupy less space. 

In promoting dehydrated foods, 
the Department suggested, an edu- 
cation program might attempt to 
stress these other advantages of 
the dehydrated product and bring 
them to the housewife’s attention. 


“This way | figure we can buy a thousand, 
people for a nickel...and get 1¢ change” 


EXPRESS POSTERS are constant, close-up name 
and brand reminders right in 7,500 shopping dis- 
tricts of the country. They dominate shopper 


traffic with over 42 million daily circulation. 
You won’t find a more efficient means of secur- 
ing dominant circulation anywhere at such 


remarkably low cost. 


Express Posters may be used nationally 
or sectionally to do economical brand 
promotion in full color, at eye level, with- 
out competition from surrounding adver- 
tising. Write for complete information. 


DOUGLAS LEIGH 


Poster Advertising . 
630 Fifth Avenue, New York 20, N.Y. 


Advertising Age, August 7 944 


When housewives were \ |jj, 
to buy dehydrated foods, + 
partment discovered, it was 
because they thought thes, 
tasted good, and were easy 
pare. Similarly, when the: 
unwilling to buy dehydrate. 
it was because they thoug 
foods lacked the advanta 
tastefulness and ease of pr 
tion. 

Cranberries, eggs and eet 
potatoes proved to be th: 
popular dehydrated foods. 
housewives asserting they 
|equal to the fresh product. 
|and riced and diced potatoe 
| least popular. 
| The Department summed 
|results: Housewives found 
| drated foods easy to prepar: 
|liked their taste; preferred 
|pay more than for fresh 
| were willing to pay more th 
;canned foods; thought dehy 
| foods similar nutritionally t 
| foods, superior to canned fi 
| 


| aaah 
‘News-Sun’ Appoints 

The News-Sun, Waukegan, [|]. 
has appointed Burke, Kui; & 
Mahoney as its national ad 
ing representative. 


‘| A prosperous and respon- 


CULTIVATE 
THE 
ALBANY MARKET 


sive outlet for all types of 
products. 
This is the third in a series o/ 


KEYHOLE CLOSE-UPS of 


Albany Business firms. 


BOND CLOTHES—Albany unit 


of the famous, nation-wide 
stores. Bond’s has operated in 
Albany for the past ten years. 
Two full selling floors are 
needed to house their fast-mov- 
ing lines of merchandise. Since 
its opening in 1934, the some 
manager, Milton Klein. is 
guided this popular outlet in i's 
highly successful career. 


Confining their advertising il 


most exclusively to the «d\\) 
papers, Bond’s used 52.132 |e: 
in the morning TIMES-UN!') 
in 1943. This represents a ( 
line lead over the evening \- 
petitor. 


Units of National Chains. © 
well as local merchants, |: \« 
learned to depend on the Alb ') 


TIMES-UNION for 
*Coverage 


* Acceptance 


*Economy 


Alban 


DAILY and SUNDAY 
A HEARST NEWSPA! 
Represented Nationally 


HEARST 
ADVERTISING SERVICE 
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Ics still 


C /METHING more than military might is crumbling 
_) in Europe and Asia. 


The day of the “One and Only Leader” is done. 


he night of oblivion falls on that phony concept, as 
embattled kids schooled in the American idea of 
ceamwork slash their way across foreign maps — and 
ihe pages of history. 


Master race and master mind find their master in the 
pooled abilities of many free minds and hands work- 
ing together, 


Teamwork on the field and not quarterbacking from 
the sidelines is the clue to this victory. 


Teamwork in combined operations by land, sea and 
air. 


Teamwork in speeding supplies to countless far-flung 
fronts. 


Teamwork in home plants swamping the Axis under 
a flood of materials that would be beyond the compass 
of any single mind, 


Something else shows up as the sun sets on the alien 
idea of the “One and Only Leader.” 


We are beginning to discover the matchless force in 
the old American idea that many minds are better 
than one, 


We can look at factories that three years ago never 
produced so much as a bullet — and see them outstrip- 
ping the world. 


We can count new materials, new processes, new 
products — and wonder how anyone ever had the 
blindness to say that America had crossed its last 
frontier, 


And suddenly we realize we have not yet begun to 
reap the tangible peacetime benefits of a system that 
leaves men free to find their own places and fill them 
to the full, 


[, ty be dusk for the regimented races — but it’s still 
bri ht morning here in America. 


newspaper that sees the fat vision no less than the 
near fact, and defines both in clear outline to guide 
and inspire our people onward. 


The Hearst Newspapers have for many years fzith- 
fully discharged the responsibilities of that place so 
ably that the nearly 5,000,000 families who read them, 
trust them and hold them in special regard. Thus they 
look to Hearst Newspapers first 


— when they want on-the-minute, accurate news 


— when they want authentic interpretation of events 
or trustworthy editorial counsel 


— when they want features, newspictures, cartoons, 
columnists’ comment, society, sports or business news. 


No sensible advertiser with an eye to the future will 
ignore this lesson. 


In planning the marketing programs to reach these 
people, he should look to Hearst Newspapers first, 
as do they. 


lt was trearst Newspapers that first used 
photographs as a part of news-story coverage. columns. 


lt was Hearst Newspapers that first devel- full-time foreign 
oped the cartoon into a regular strip, and 
then into the comic pages which have be- 


come such a factor in American life. 


borders. 


It was Hearst Newspapers that pioneered 


SOURNALISTIC FIRSTS 8Y HEARST NEWSPAPERS 


In the great and varied tasks of making the modern newspaper interesting, interpretative, entertaining and service- 
able to the public, Hearst Newspapers have a record of pioneering accomplishment which includes these “firsts” 


the use of color in news and editorial 


It was Hearst Newspapers that first used 
correspondents to assure 
full coverage of mews from beyond our 


It was Hearst Newspapers that developed 
the first complete magazine distributed with 
Sunday newspapers. 


lt was Hearst Newspapers that first used 
regular by-line writers and columnists to 
provide specialized coverage of important 
subjects such as finance, radio, politics, en- 
fertainment, soctetly, etc. 


It was Hearst Newspapers that first used 
and developed the idea of special features, 
such as serial stories, household hints col- 
umns, cooking news, etc. 
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Commerce Figures 
Show Shifts in 
Consumer Buying 


Food and Tobacco 
Get Record Share 
of Public's Dollar 


Washington, Aug. 3.—Increasing 
importance of food and tobacco as 
claimants for the consumer dollar 
is reflected in a breakdown of 
consumer expenditures between 
1929 and 1943, prepared by the 
Bureau of Foreign and Domestic 
Commerce, under the direction of 
William H. Shaw, chief of the na- 
tional income unit. 

Influenced by the disappearance 
of new household appliances and 
other items from the market, the 
food and tobacco group increased 
in importance during 1942 and 
1943 so that it finally claimed 
37.4% of consumer expenditures, 
compared with a 1929-41 average 
of 30.2%. 

The food and tobacco group 
made significant strides in dollar 
value, moreover, claiming $36,- 
600,000,000 in 1943 compared with 
$19,148,000,000 for the base period, 
and more than keeping pace with 
total expenditures, which went 
from $63,481,000,000 during the 


studies for stability during periods 
of business depression, the survey 
shows that heavy durables are 
most vulnerable, particularly fur- 
niture, floor coverings, refrigera- 
tors, washing machines and sew- 
ing machines, cooking and port- 
able equipment and new Cars. 

Of 27 items which suffered most 
between 1929 and 33, 12 were of 
the service group, including 
amusements, laundering, taxicab 
fares and tips, hotels and restau- 
rants. 

The commerce survey covered 
nearly 500 items ranging from 
fuel, food and toilet articles, to 
postage, parking meters, and con- 
tributions to local welfare groups. 
For clarity, the items were classed 
under 10 general headings: food 
and tobacco; clothing, accessories, 
jewelry; personal care; housing; 
household operations; medical care 
and death; personal business; 


transportation; recreation; private 
education and research; religion, 
welfare and foreign travel. 


How Money Was Spent 


Over the period of 1929-41 
consumption expenditures aver- 
aged $63,000,000,000 annually, the 
three major budget segments— 
food and tobacco, housing and 
clothing — accounting for almost 
three-fourths of the total. Trans- 
portation, medical care and rec- 
reation claimed the greater part 
of the remainder. 

Here’s the way the consumer 
dollar went during the _ base 
period: food and tobacco, 30.2%; 
household operation, 14.5%; hous- 
ing, 14.1%; clothing, 12.8%; trans- 
portation, 9.6%; recreation, 5.2%; 
medical care, 4.9%; personal busi- 
ness (union dues, brokerage 
charges, etc.), 4%; religion and 
welfare, 1.6%; personal care 
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(beauty shops, barber), 1.5%; and | stability throughout the 14 
education and travel, 0.9% each. Shoes, for instance, start 

Despite a 54% increase in con- | 631,000,000 in 1929, reach <« 
sumer spending in 1943 over the/ 800,000 in 1942. Clothing 
base period, wartime shortages|ing at $7,706,700,000, dro, ; 
prevented many greups from shar-|depression low of $3,875, . 
ing in the prosperity. The 1943/but now hits $8,726,700,000 
breakdown reads: food and to- Toilet articles and prepa 
bacco, 37.4%; clothing, 15.1%;| doing $588,000,000 in 1929 
housing operation, 13.6%; housing, | fell below’ $365,100,000, 2» 
10.6%; transportation, 5.8%; rec-| 1942 were at a record $725 | 
reation, 5.1%; medical care, 4.8%;|Drugs and preparations | 
personal business, 3%; personal| were at $567,900,000 in 19 
care, 1.8%; religion, 1.5%; educa-| to $415,400,000, and snapp. 
tion, 0.9% and travel, 0.2%. to $794,200,000. 

Food for off-premise consump- 
tion starts at $14,835,700,000 in Furniture Drops Sharp 
1929, falls to $8,764,700,000 in In the household group 4 
1932, and climbs steadily to $20,-| variations are sharper. Fy; ° 
279,000,000 in 1942. Tobacco starts|at a 1929 level of $1,209.4 100 
at $1,773,200,000 in 1929, drops to| fell to $475,500,000 by 193: . 
$1,283,500,000 in 1933, then rises|never broke a billion again nti 
without a break to $2,420,000,000| 1940. By 1942 it was at $1157. 
for 1942. 200,000. Floor covering sold ©499'. 

Clothing considerable | 500,000 in 1929, a figure 


retains ever 


1929-41 period to an estimated 
$97,750,000,000 for 1943. 


All Items Affected | 


During the 14-year span, such | 
economic puzzlers as depression 
and war exerted their influence on 
consumers’ expenditures, enabling 
the Department of Commerce an- 
alysts to conclude that neither the 
commodity nor service trades are 
free from the effects of business 
cycles. 


Among the commodity groups, 


GENE ARNOLD 
IN PERSON 


Every morning, Monday 
through Friday, « 

Gene Arnold broadcasts 
fifteen minutes of his in- 
imitable poems and musi 
7 KVOO listeners 


they enjoy an 


—that’s the magic of the unique _ 
_ Iron Age appeal to 100,000 key 
- men in America’s metal- 


‘in advertising content 


— 


Fan through a copy of The Iron Age. For- 
get the ads for a moment — just look at the 
editorial matter. 

Considerable technical material, isn’t 
there? Lot of good sound information there 
. . . plenty of ideas and valuable tips. Things 
any metalworking man wants and needs to 
know. 

What else do you see? . . . straight news 
about the metalworking industry .. . the 
latest flashes from Washington ... what's 
what in new legislation ... invalu ble 
market data ... a crisp, non-techn «al, 
thought-provoking editorial ... a pers nal 
column about key men in the industry .-: 
the famous “Bull of the Woods” cartoo: by 
J. R. Williams, and much more. 

That’s what we mean by edit “id 
BREADTH. It embraces everything t «| 
with the entire industry. That’s why “7 
Iron Age is a “bible” for men conce 1 
beyond one small daily problem... 1 
who have to relate department to de; ‘t 
ment, production to sales, design to pro uc 
tion, engineering to costs men 10 
plan, specify and buy and men on ‘He 
way up. 
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:aled until 1942, when the 
$501,800,000. 
rators, sewing machines 
ing machines, starting at 
000 in 1929, had a low of 
100 in 1932, suffered a 
etback during the “re- 
of 1938, but topped $600,- 
n 1941. New cars, valued 
2,900,000 in 1929, were 
$612,100,000 in 1932, like- 
ffered a “recession” in 
i fought back only to $2,- 
00 in 1941 before the war 
sales entirely. 
r sensitive item was the 
d radio and phonograph 
eclined in sales 77.1%. be- 
129 and 1933, suffering the 
ere setback of any item 
In 1929, this group had 
$907,500,000. By 1933, 
d fallen to $207,700,000, 
n after a nine-year uphill 
ad reached only $643,500,- 


000 in 1942. 
Expenditures for magazines, 
newspapers and sheet music 


throughout the 14 years remained 
steady, starting at $511,400,000 in 
1929 and ending at $697,200,000 
in 1942 without ever falling below 
$418,400,000. 


. . A . 
Companion’ Adds Editor 
Harriet Burket, formerly asso- 
ciate editor of House & Garden, 
has been appointed home decora- 


tion editor of Woman’s Home 
Companion. 

F&S&R Adds Barrow 

Lester G. Barrow will join 


Fuller & Smith & Ross, Inc., New 
York, on Aug. 1 as account execu- 
tive. He was formerly with Con- 
solidated Edison Company’s adver- 
tising department in an adminis- 
trative capacity. 


Pepperell Aims 
at Work Clothes 
in Farm Press 


Boston, Aug. 3.—To its current 
general consumer advertising 
campaign—described as the larg- 
est in its history—Pepperell this 
month is adding a_ specialized 
campaign on work clothes, with 
initial insertions appearing in 
Farm Journal and _ Successful 
Farming. 

This is Pepperell’s first con- 
certed effort to ‘make the Pep- 
perell name even more widely 
known On work fabrics of all 
kinds of garments, and to estab- 
lish this name as the major symbol 
of quality in work fabrics.” 


As in most Pepperell fabric 


advertising, the new farm cam- 


paign will tie up strongly with, 
garment cutters who use Pep- 
perell fabrics, advising consumers 
to “Look for the garment maker’s 
label. It reflects the maker’s pride 
in the quality of the Pepperell 
fabric he uses, and in the work- 
manship of the garment he sells.” 

General magazine advertising, 
devoted principally to sheets and 
pillow cases, is appearing in Good 


Home Furnishings 


Housekeeping, Ladies’ Home Jour- | 


nal, Life, Look and McCall’s, with 
schedules spaced more 
than in the past. 

Benton & Bowles, New York, 
is the Pepperell agency. 


Kadin to Fashion Co. 


Kadin Bros., Inc., has appointed 
Fashion Advertising Company, 
New York, to handle advertising 
of Rambler handbags in magazines 
and rotogravure. 


NOW — look at the advertisements 


See the tremendous amount of information there. 


New products, new services, technical details, news — 
they embrace every class of products and services 
concerned with metalworking. 


That’s why, if we ran nothing but our advertise- 


ments, The Jron Age would still be vital to the men 


who 


Tan 


count. 
1,016 advertisers (in 1943) found this true. They 
921 pages of advertising in The Iron Age last 


year. That’s an average of better than 150 pages an 
52 weeks a year. That’s more advertising 
in any other publication in the world. 
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it’s proof of the pudding. Your industrial ad- 


ing needs the BREADTH offered by The Iron 


.. and the 100,000 key men need and want your 


ising. 


7310 WOODWARD AVE, 


H. E. LEONARD 
100 E. 42d STREET 
NEW YORK 17 
Murray Hill 5-8600 


REPRESENTATIVES 


H. K. HOTTENSTEIN 
1134 OTIS BUILDING 


} 


ROBERT F. BLAIR 
1016 GUARDIAN BUILDING 


CHICAGO 3 CLEVELAND 14 
Franklin 0203 Main 0988 
PEIRCE LEWIS B. L. HERMAN 


CHILTON BUILDING 


DETROIT 2 56TH AND CHESTNUT STS. 
Trinity 1-3120 PHILADELPHIA 39 
R. M. GIBBS Sherwood 1424 
428 PARK BUILDING D. C. WARREN 
PITTSBURGH 22 P. O. BOX 8! 
Atlantic 1832 HARTFORD | 
C. H. OBER Hartford 3-164! 


R. RAYMOND KAY 


2420 CHEREMOYA AVE. 
LOS ANGELES 28 
Granite 074! 


A Chilton & Publication 
100 East 42nd Street, New York 17, N. Y. 


closely | 


@ Reflecting the Think- 
ing of the Home Furnish- 
ings, Housewares, House- 
hold Appliance and 
Radio Industries. . . .« 


| 
| 


| 
| 


Here are two instances that 
‘show how aware our big re- 
‘tail organizations are of the 
‘tremendous postwar poten- 
tialities in home furnishings: 


‘Miller & Rhoads, Richmond, 
Va. department store, is re- 
versing the usual buyer-seller 
procedure and cultivating its 
resources . .. telling the home 


furnishings manufacturers why 
they should come to Miller & 
Rhoads first in Richmond with 
their postwar home furnish- 
ings and ideas. 


A similar job is being done by 
the big mail order and de- 
partment store chain, The 
Chicago Mail Order Com- 


pany. 


Naturally, both organizations 
use RETAILING to carry their 
consistent messages to the 
home furnishings industry. 
They know RETAILING has 
nationwide readership 
throughout the home furnish- 
ings industry — readership 
made more intense by the 


fact that RETAILING is the 
trade's only NEWSpaper. 


RETAILING 
HOME FURNISHINGS 
A Fairchild Publication 


Fairchild Bidg., 8 E. 13 St. 
New York 3, N. Y. 
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Deepfreeze Adds 
Werner, Widens 
Market Scope 


Chicago, Aug. 3. — Simulta- 
neously with the announced ap- 
pointment of E. Lynn Werner as 
advertising manager of the Deep- 


| revealed. 


freeze division, Motor Products | 
Corporation, the cOmpany’s plan 
to enlarge its marketing scope 


We can't at larger space in 
which to tell a most important _ 
story —’Meet Your Contrac- — 
tor-Builder Customer.'** 


Send for a copy of this — 


booklet, just off the press, or 
ask your advertising agency 
about it. 


- *These are 
do the’ 
Is about, 


ee tye bd 
: pes 


» ae ate Nis 


PRACTICAL BUILDER 


59 East Van Buren Chicago $ 


| operators, to 
| have 


| manager, 


with independently owned outlets 
in Washington, Detroit, Cincin- 
nati and New York City, was | 

At present, Deepfreeze 
has a successful frozen food pce 
let in Hubbard Woods, IIl., where | 
its freezing units are on display | 
and where as well, frozen foods 
for those with home freezers may 
be purchased. 

Ultimate plan is to sell the 
freezing, storing units to home 
owners, supply them with frozen 
meats, vegetables, fruits and 
cooked dinners by truck. Truck 
be qualified, must 
some food merchandising 
experience, in order to sell home 


freezer owners monthly supplies 
of foods when in season. 

Mr. Werner comes to Deep- 
freeze from the United States 


Advertising Corporation, Chicago. 
Prior to his seven years there, he 
spent 11 years in the advertising | 
department of Swift & Company. | 

Howard W. Roberts, general | 
sales and advertising manager for 
Deepfreeze for the past four years, | 
will continue as_ general sales | 
and Capt. Charles E. | 
Dougherty, for the past 15 years | 
in federal government service, has | 
been named his assistant. 


Weco Intensifies 


Campaigns for 
Dr. West's, Dache 


Chicago, Aug. 3.—Intensifying 
its supplementary campaign for 
Dr. West’s Miracle-Tuft tooth- 
brush, Weco Products Company’s 
1,000-line newspaper advertise- 
ments will appear in 25 markets 
Aug. 20 and Sept. 20 and 24. 

Headlined “Startling Facts,” the 
advertisements warn against the 
dangers of tooth neglect, with 
quotes by Dr. Morris Fishbein, 
editor of Hygeia, asserting that 
“toothbrushes are essential to na- 
tional health.” Facts presented 
show that three out of four people 
are using worn out toothbrushes 
or have none at all, and that 21% 
of the men rejected by selective 
service were turned down for bad 
teeth. 

Previous supplementary adver- 
tisements appeared 
July. 

Meanwhile, 


Weco has stepped 


in June and) 


up its campaign for Dache hair |} 


nets, using three 


insertions) 


monthly in Life, and monthly in- | 


sertions in Mademoiselle, 
and Vogue’s pattern book. 

Agency for Weco is Henri, Hurst 
& McDonald, Chicago. 


Vogue 


Agency Changes Name; 
Gets Mel-Gauge Account 


Philips Webb Upham Advertis- 
ing Agency has changed its firm 
name to Philips Webb Upham & 
Co., and will maintain executive 
and production offices at 148 York 
St., New Haven, Conn. 

The agency has been named to 
handle advertising and sales pro- 
motion for Mel-Gauge Company, 
East Haven, Conn., manufacturer 
of fuel oil gauges for small tank 
installations. 


Electrical Magazine 


Advances Closing Dates 


Effective with the August issue 
Electrical Merchandising, New 
York, has advanced its advertising 
closing dates. Copy requiring 
proofs must be on hand on the 
15th of the month previous to the 
date of issue; copy not requiring 
proofs is due on the 20th and com- 
plete plates on the 22nd. 


salvaged paper .. . help 
the Medical Corps save 
k the lives of American 


fighters. 


FIBRE 
PAPERBOARD 


PLASTIC 


Salvaged Paper Packs 
A Mighty Punch 

- Blood plasma containers, 

3 medical kits, medical sup- 

; ply cartons—made of 


TO CUT DOWN THE CRITICAL 


SHORTAGE IN USED PAPER 


The 1944 waste-paper shortage is now around 100,000 tons a month. We 
are doing better this year than last, but are still far behind. But the draft 
is on, the dragnet is out for millions upon millions of old, unused pieces of 
advertising. There’s enough of this old material stored away to take care of 
the shortage for many months. Let's dig it out and start it on the march to 
war. EVERY POUND COUNTS. SALVAGE YOURS NOW. 


DETROIT e 


ARVEY CORPORATION 


SERVING AMERICA’S ADVERTISERS SINCE 


CHICAGO e 


1905 


JERSEY ‘CITY 


(wl in be whee you are again able wo add 
ere cnc appeaen 


ORE THAN EVER )( OUT WAR FONDS AND tramey 


ANTI-OCTOPUS — Electrical! socia 
tion of Philadelphia wars on the elec. 
tric outlet used for umpteen connec 
tions, and suggests putting sway 4 
war bond or two for adequate post. 
war wiring in this newspaper ad, placed 


by Al Paul Lefton Co 


Gas Range Dealers 
to Push Retter Grades 


Dealers who sold 68% of } 
2,300,000 gas ranges produced 
1941 will concentrate on 
grade gas ranges after the | 
according to Lloyd C. Ginn, cha 
man for Certified Perforn 
ranges of Association of Gas A 
pliance & Equipment Manu 
turers. This policy appears just 
fied by “wartime experie! 
which have proved to housewi\ 
that better ranges not only sa 
food, time and fuel, but last long 
and require less servicing ex 
pense,” Mr. Ginn pointed out. 

Emphasis was made al 
dealer realization of “the im; 
tance of informative grade lab 
ing and of promoting nationa 
advertised quality products 
have consumer acceptance.” 


Various fields of Diese! ap: 
plication are made up of numer: 
ous subdivisions of the Diesel 
market. These fields are in part 
marine, industrial. rail transpor 
tation, agriculture, construction 
municipal power, commerciil 
automotive. ete. The two majo! 
divisions are land and murine 
Diesel installations. The con 
bination of all of the manula 
turers of Diesel engines will 
the aid of all of the manufac 
turers of the parts and «ces 
sories used in and with Dive! 
serves all of the fields and hei! 
subdivisions. 


No one engine manufac wre! 
serves all. nor can any ont 
group be all things to al! pee 
ple in the matter of supply) !0! 
example, the engine room ‘el’ 
graph for a ship serves no tu 
purpose on a streamline 4! 


By the same token, mor: |!!! 
one form of coverage r 
quired adequately to sery tli 
needs of the Diesel indus! 
that end we offer two ex« ive 
ly Diesel magazines, MO Oh 


SHIP and DIESEL PON 


DIESEL TRANSPORTA (0% 
the only A.B.C. publi I 
serving the Diesel mark 


combination, they provid 
ket coverage at most atl 
combination rates. Sing! 
serve their respective fi 
substantial saving to the 
liser. 


ee 


PUBLICATIONS, 
192 LEXINGTON AV 


NEW YORK 16, WN. 
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True Confessions 
IS the 4th 

Largest Selling 

Magazine on the 


Newsstands 
ol America 


1. LIFE 2. McCALLS 3. LADIES HOME JOURNAL 
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Material Available 
for Broadcast Stations 


_Washington, D. C., Aug. 3—Sky- 
high prices recently paid for 
broadcast stations might slump 
materially if buyers were aware 
that WPB may soon open the way 
for construction of many new 
250-watt stations by releasing 
more than 100 transmitters now 
in the hands of a New York manu- 
facturer. 

The equipment shortage is at 
least one of the factors which have 
influenced would-be broadcasters 
to pay large sums for going con- 
cerns, although the actual shortage 
of available channels in urban 
areas is considered the primary 
reason. 

Decision to release the standard 
transmitters after three years of 
tight control would result from an 
unusual situation which developed 
lately when a manufacturer found 
himself unable to market a sub- 
stantial number of transmitters 
left on his hands after the cancel- 
lation of a Signal Corps contract. 

Under the WPB rules, the 
equipment is ‘to be sold only to 
“essential” users, such as airlines, 
but despite active promotion the 
manufacturer reports no custom- 
ers for his wares. In order to 
liquidate his investment, he has 
asked WPB to enlarge his poten- 
tial market by admitting the ordi- 
narily unrated broadcasters. 

First evidence of this develop- 
ment came from the activities of 
Robert Kaufman, an enterprising 
radio consultant and former mem- 
ber of the Radio and Radar Divi- 
sion, who has approached a num- 


ber of radio lawyers, and 
reportedly taken orders for about 
21 transmitters on an “if and 


where does 


MAGAZINE 
and 
RADIO 
advertising 
penetrate least? 


Of course magazine advertising 
and radio broadcasting blanket the 
country. Yet when it comes to effec- 
tive penetration in the big cities 
there are millions of potential cus- 
tomers magazine and radio adver- 
tising doesn’t reach. It's like sleep- 
it has 
plenty of breadth, but the all im- 


ing with a short blanket, 


portant toes are out in the cold. 
There are two publications in the 
two most important big city markets 
—New York and Chicago—publica- 
tions which provide magazine read- 
ership and in which 4 color maga- 
zine pages reach a relaxing ready- 
to-read audience of over a million 
families on the weekend. They are 
the 


SATURDAY HOME MAGAZINE 
AND COMIC PICTORIAL 


distributed every Saturday with the 
Chicago Herald-American and the 
This 
provides the opportunity to supple 


New York Journal-American 


ment and secure greater penetra 


tion of magazine advertising where 
there are more people able to buy 
than in any other markets in the 


ceuntry. 


Represented by: 


AMERICAN WEEKLY, INC. 
959 Eighth Avenue, New York 19,N.Y. 
Hearst Building, Chicago 6, Ill. 


By STANLEY E. COHEN, Washington Editor 


when” basis, at a commission of 
$650 each. 

Accuracy of Kaufman’s infor- 
mation was confirmed by WPB’s 
John Creutz, who will dole out the 
transmitters once the decision is 


made. Admitting that FCC had 
not been consulted, Mr. Creutz 
told this reporter that WPB is 
sympathetic to the manufacturer’s 
problem. Mr. Creutz promises that 
if the transmitters are released, 
they will be granted only to indi- 
vidual applicants, and assures us 
that no one will gain an advantage 
by dealing with any agent or pro- 
moter. 

In fairness to Mr. Kaufman, it 
should be noted that he provides 
other services for his clients, such 
as assisting them in adjusting the 
Army models so that they meet 


FCC specifications. But Mr. Creutz 
tells us that neither Kaufman nor 
any other individual will have an 
advantage in obtaining ratings for 
transmitter or parts. 


* a * 


Dilemma: It is interesting to 
speculate what FTC will do with 
the Ballantine brewery, should it 
be able to make Clayton Act 
charges stick. All the cease and 
desist orders in the world can 
hardly breath life back into the 
P.O.N. brewery, allegedly ab- 
sorbed illegally by Ballantine. . . 
Echo: The ASCAP controversy re- 


| 


Advertising Age, August 7 


appears in, of all places, the 
printing and publishing di 
Previous limitations on print 
sheet music, based on 194] 

have been waived because p) 
tion was abnormally low th: 
as a result of the ASCAP , 


versy. 
* * tk 


Jitters: It is now eviden: 
the Contract Termination 
cleared Congress none too 
for a collapse in Europe 
weeks ago would have fou: 
services completely unequi; 
bale industry out of its » 


Unpertyine every American’s absorption in the progress of the war is his sober 
speculation on the kind of world we will build after it is won. And because this is such 


a vague and ephemeral subject, CLICK sought out an indisputable authority on world 


affairs for a realistic and objective opinion. 


In its September issue, therefore, CLICK offers its readers the first of two articles 
by Sumner Welles, former U. S. Under-Secretary of State, outlining his plan for the 
postwar world. .. a balanced and practical proposal that could have been evolved only 
by someone with his profound knowledge of the verities of international relations. 


In the same issue Johannes Steel strips the mask from Dr. Hjalmar Schacht, the 


prospective “German Badoglio” . . . an exclusive photo-story reveals the civilian 


boons that may emerge from the new products developed by the Army .. . 


and another tours the circuit of outdoor concert stadia from New York to California. 


These and a dozen other features in the September issue bring to more than 1,000,000 


American families... in crisp words and compelling pictures. . . the news and views 


of the world as it is. 


AMERICA’S 


CLICK 


LARGEST MONTHLY PICTURE MAGAZINE 
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,ents. Machinery is still 
but the War Department 
issued new _ instructions 

its termination proce- 
the law. Surpluses: Back 
_ Congress will have to ad- 
yriginal intention of post- 
labor demobilization and 
property legislation until 
ection. Agencies will re- 
effort to keep speculators 
surplus property sales, ar- 
that experience 


Fuel: Fly denial of impending 
resignation as chairman of the 
FCC, merely sets tongues wagging 


convention days when newsmen 
microscoped FDR’s utterings for 
fourth term hints, they grab Mr. 
Fly’s reference to “a few jobs to 
finish” and note his indefinite plan 
to remain “for some _ substantial 
period of time.” Exploiting Mr. 
Fly’s admission that he “is con- 


already | scious of personal considerations | tice. 


more rapidly. Reminiscent of pre- | 


| tary Morgenthau was thoroughly 


annoyed when ADVERTISING AGE 
and the news services reported 
last month that Nov. 11-Dec. 7 
were the probable dates for the 
Sixth War Loan Drive. Morgen- 
|}thau, who insists on exercising 
|personal direction of the cam- 
| paigns, refuses to recognize that 
|industry groups, such as the out- 
'door people preparing special War 
|Loan displays, need adequate no- 


cat left without competitive | which indicate the wisdom of re-| would lose interest in war bonds, 
“established” dealers offer | turning to private practice,” they | pay more attention to the Treas- 


r government offerings. 


9 


|speculate “when”? 


(erty which could use some official 
scrutiny. 
* * * 

Competition: The Commerce De- 
partment’s small business special- 
ist, Quincy Adams, expects the 
|ex-servicemen will be in a good 
| position to raise capital for new 
| business enterprises. Mr. 


| $4,000 on government guaranteed 


| loans under the G. I. Bill of Rights, | 
Many people here wish he 


with additional aid from several 
individual states. Help: Newspa- 
|per magazine supplements are 


Stew: Secre-|ury’s promotion of surplus prop- allowed better inks under a revi- 


Adams | 
|notes they can raise as much as | 


25 


sion of WPB’s M-53.. . 

Briefs: It is no longer necessary 
to be “essential” to buy a rationed 
stove. .. WPB has pushed farm ma- 
chinery up $4,500,000 in June, but 
the program fell short by 11.3% 
|for the year ending June 30. 
|George Little, newspaper consul- 
tant for the Treasury, reduces the 
advertising success of War Bonds 
to startling terms. He says the ad- 
vertising costs for the campaigns, 
|paid by private advertisers, 
amounts to one-quarter of 1% of 
total sales. The “CIO News” 
urges unions to seek FM licenses. 

* * * 


Preview: Census of Agriculture 
which the Bureau of the Census 
will make starting Jan. 1, is ex- 
pected to show that in the past five 
years America has been producing 
|its greatest food crops, with the 
smallest proportion of farm fami- 
| lies in history. . . Addenda: Eye- 
brows were raised when the War 
Department invoked a little used 
section of the Selective Service Act 
to force six clothing manufacturers 
to accept contracts for new Army 
jackets. The law provides that the 
| War Department may place man- 
datory orders ‘where a_ firm 
deemed capable of producing re- 
fuses to accept a voluntary or- 
der.” Theater owners meeting 
with WPB worried about carpets, 
seats and kettles for popcorn ma- 
chines. 


Owl Drug Back on Air 


Owl Drug Company, San Fran- 
cisco, has returned to radio promo- 
tion of its 153 West Coast stores 
|with a_ five-minute’ transcribed 
broadcast, “Sweet Leilani Time,” 
featuring Harry Owens and his 
Royal Hawaiians, heard daily over 
sixteen stations. Ruthrauff & 
Ryan, San Francisco, is the agency. 


WING Promotes Williams 
| J. P. Williams, for the past three 


years associated with Stations 
| WIZE, Springfield, O., and WING, 
Dayton, has been elected vice- 
president and general manager of 
the Dayton station, succeeding 
Ronald B. Woodyard, resigned. 


*eeneeeeeeeeeeeee 


THE POINT 


HERE is a point in 
nw leadership of 
a great newspaper 
where its leadership 
ceases to be a mere 
technical advantage 
over competition 
and becomes so con- 


clusive and impres- 


sive that no ques- 
tion of priority re- 
mains. 

{ That point in the 
leadership of The 
Herald -Traveler, of 
Boston, was reached 
more than ten years 


ago. 


Always First in Boston 
Often First in America 
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HERALD-TRAVELER 


Boston, Massachusetts 


George A. McDevitt Co. 


National Representatives 
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The Saturday Evening Post is reaching the 
fighting fronts by hundreds of thousands 
—going out there where reading is worth 
more than its weight in gold—and where, 
next to home, a man wants news of 


home more than anything else on earth. 


7 HE GETS THE POST JUST AS YOU SEE IT 


There’s rarely a mail without 
letters from the far places of 
the world—letters that tell us 
of worn, battered copies of the 
Post going from man to man. 
It’s on the subs and ships. It’s 
on the planes and in the fox- 
holes. And these are more than 
just letters from lonely kids 
away from home. They show 
these kids are thinking as they 
fight—looking forward to their 
day at home. And they’re put- 
ting their stamp of approval 
on what the Post is—and what 
it stands for. 
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Published at our own expense 
—an overseas edition of the Post 
is distributed by thousands, 
absolutely free to members of 
the fighting forces. Forty-eight 
pages of stories, articles and 
features (without advertising) 
selected from a month’s edi- 
tions of the Post, printed on 
lightstock, and rushed, through 
War Department cooperation, 
to the men on the battle fronts. 


e 


HE GETS HUNDREDS OF THOUSANDS OF POCKET-SIZE POST YARNS 


The pick of Post reading — 
selected by. the editors and 
reprinted in 500,000 lots in 
pocket-size — each containing 
three complete Post stories or 
articles—and distributed at in- 
tervals among fighting men on 
all fronts. A priceless gem of 
reading that adds practically 
no weight to a man’s equip- 
ment—is easy to carry and may 
be passed from man to man. 


Thus is the name and leadership and tradition of The Saturday 
Evening Post being kept alive among the millions who now fight. 
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Joins ‘Pathfinder’ | ; 

Richmond Bancroft, for the past | Roma Wine Uses 
five years with Time, has joined 7 7 
the Philadelphia advertising nec | Tip-Ons to Aid 
office of Pathfinder, Washington, | . 
D.C. Sales to Diner 
| 


| San Francisco, 


good results that the plan has now 
| been extended generally. 

The tip-on suggested that the 
meal be started with Roma Sherry 
'—or that Roma Burgundy “brings 
|out the best in foods,” and re- 
|peated tests proved that wine 

|made the meal taste better, that 
lvinced that wine 4 bear _it contributed to the diner’s satis- 
‘item among restaurants, hotels,| faction, and that it encouraged 
/night clubs and cafes, and that the | a selection of higher 
product had never been properly | Priced foods. 
“exposed” to customers, Roma| Armed with these facts, Roma 
Wine Company recently devised | has now prepared and distributed 
menu tip-ons and placed them in| through its sales organization 750,- 
‘selected restaurants. with such|000 tip-ons. The Burgundy and 


MULTIGRAPHING 
MIMEOGRAPHING 


John a McElwain & Co. 


A DIRECT MATL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN 8T. CHICAGO 


The man who just learned about the sales 
potential of Tacoma - Pierce County... 
second highest in Washington State! 


In Sales Management’s 1944 Survey of 
Buying Power, Tacoma-Pierce County once 
again captures Washington State’s second 
highest “% of U.S.A. Potential” under the 


Sales-Advertising Controls classification. 


Pierce County’s figure for 1943 was .240 
as against .191 for 1942—proving a con- 


tinued and a steady market growth. 


That’s not all! Pierce County’s “Quality 


of Market Index” of 149 ranks this grow- 


SECOND MARKET 


ing market well above both the nation and 


It’s a fact that concentrat- the state. Here, too, Pierce County stands 


ed population and concen- : a . 
. solidly among those areas where “intensi- 
trated buying power give 


added 


tance. The Tacoma mar- 


a market impor- fied promotion campaigns are likely to 


; bring the greatest returns.” 
ket is not thinly spread 
over a wide area; it con- 7 
; Ask Lorenzen & Thompson for the 
centrates all its advantages 


‘ : ‘ - ste Tac : ! 
into one tightly-knit met- complete Tacoma story! 


ropolitan buying district. 


Second most important in 


iz Washington State, it is ef- The 
al fectively covered only by a 
the dominant, concen- ews igi ne 


trated circulation of the 
' TACOMA, WASHINGTON 


Sherry tip-ons are one by five 
inches in size, lithographed in six 


colors. In addition there is a 
multiple tip-on, 4x5%”, litho- 
graphed in black and white. 


Headed “California Wines,” these 
list Roma Sherry, Sauterne, Bur- 
gundy and port, with selling copy. 
No prices are printed on these 
tip-ons, because of varying re- 
tail prices, and the dealer is asked 
to write in his prices “per glass” 
as well as by the bottle. 


Sperry, Hostess 
Win Top Places 
in Ad Ratings 


New York, Aug. 1.—A Sperry 
flour advertisement was the best 
read national advertisement, from 
the standpoint of women readers, 
in the April 20 issue of the Oregon 
Journal, according to Study No. 
71 of the Continuing Study of 
Newspaper Reading, conducted by 
the Advertising Research Founda- 
tion. 

The national cOpy which at- 
tracted the most masculine eyes 
was, strangely enough, a 120-line 


Advertising Age, August 944 


Hostess cupcake ad, employ 
comic strip technique and : 
ing on the comic page. 

A news-treatment coly 
KOIN-KALE, discussing s 
features of the stations’ p: 
was also well read, stoppi) 
of the men and 30% of the 
The Sperry ad caught 24°, 
women and 3% of. the 
while the Hostess cake co 
seen by 23% of the men a: To 
of the women. 

In the local classification 
page of Meier & Frank Co 
department store, devoted 
to a Red Cross home ,; 
course, stopped 29% of t! 
and 68% of the women. Thi 
incidentally, is one of the 


full 
ny, 
ely 
ing 
nen ie 
Ore 


. J un- @ 
try’s leading advertisers, ; ried 
18th in 1943 newspaper lini o for 
all department stores in the \ited 


States. 


Joins Bidwell Hardwere 
Eliot N. Bidwell, for t! 


(<i past 
14 years advertising manacer of 
Whitney Chain & Mfg. Company 
Hartford, Conn., has joined Bid 
well Hardware Company in Hart- 
ford as vice-president in charge 


of the industrial supply di) 


1Slon 


—— 


reporting !”’ 


“I wouldn’t believe my own eyes if I hadn’i 
read about this* in the Buffalo Evening New: 


with wts national reputation for accurate 
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las % on 
Po : 
*% No, We haven't seen anybody try this yet. 4 
ee And if we did, We wouldn't print it untess WE were 
S sure it happened: because 750,000 Wester — 
= b New York families believe what they read in the 
: Buffalo Evening News. They believe it because 
we leave no stone ynturned to make every issue 
as complete and accurate os possible: That's one 
: reason why gavertisers find it s° hard to covet 
; Wester® New York without ysing the Buffalo 
a Evening News °-° why, i? 1943, it carried more 
sagllt total gdvertising \inage than ony other daily i* 
ae New York state .-- WAY the News is the big pape! | 
5 4 ing big market! 
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aca One way every ad 
iB can help the war effort 


ae " , Of all the techniques of war advertising, there 
5. Who Said "SO precious" ? is one which has received little or no general 
Uncle Sam said it, to tell you that our na- : recognition. 


tion’s fi is I 
d ood supply must not be wasted. Pro- This is the technique of working war messages 
uce and conserve! Share and play square! 


Food fights for freedom! into straight product advertisements...by adroit 


handling of the product-selling copy itself. 


Illustrated at left are three examples of this tech- 
nique. The excerpts show how different war mes- 
sages were woven into advertisements designed 
to do an out-and-out product-selling job. 


Sut doctor / holed para, 
SO Leaut ify, My fo 


Obviously, ads like this cannot be as effective 


nm 
RSE TRAINi nc = 
Pass me on my : 


£ -meret o8 5 chance» in helping the war effort as advertisements de- 
voted exclusively to war themes or advertise- 
ments in which war themes play a predominant 


part. 


But many advertisers may not be in a position 
to adopt either of these two more effective meth- 
ods of war advertising. They have the problem 
of promoting products in a competitive market. 
And their products may not lend themselves to 
a natural tie-up with any particular war-effort 
program. 


Such advertisers, we believe, should be con- 
2. ‘Temper! screamed the lady, “who’s - gr " hP ~~ 7 | — stantly alert to the possibility of knitting a war 
got a temper?” “Another thing,” con- § a ee, message into the structure of their advertise- 
tinued Fuddy-Duddy, “a Cadet Nurse NJ ’ ments—by a twist of thought or turn of phrase. 
doesn’t hold hands and pat brows. She 7 “ey : 
nurses! That’s a job for our country’s 
finest women! Now, about your temper... 


That this will be helpful to the war 
mie mem effort is not our opinion alone. It is 

Pscided : : also the opinion of the War Adver- 
— ‘ tising Council, the OWI, and the Gov- 


~ecetenpemaon 2 ernment agencies responsible for the 
various war programs. 


ae dd General 
Femodla, ¥ 


BD oa. ee : They feel, as we do, that “every little bit counts” 
... in swelling the total of war messages deliv- 


ered through advertising to the American public. 


The case of the 
StaggeTing Typewriter 


Young & Rubicam, Inc. 
ADVERTISING 


3. Leet ne aw 


Amguasypes” th PO New York * Chicago * Detroit 


San Francisco * Hollywood 


Montreal + Toronto 
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Net 500,000 Loss 
in Business Units 
Results from War 


Washington, Aug. 2.—In the two 
years from Pearl Harbor to the 


Complete Coverage 
of one of the 
greatest 


post-war industries 


end of 1943, 1,073,000 business 
enterprises — about 30% of all 
those in operation—closed their 
doors, according to an analysis by 
staff members of the business 
structure unit, Bureau of Foreign 
and Domestic Commerce, appear- 
ing in the current Survey of Cur- 
rent Business. In the same period, 
only about 572,000 new businesses 
were organized, leaving a net de- 
cline of about 500,000 in the num- 
ber of going enterprises. 

But that the war is solely re- 
sponsible for the decline is denied 
by the article, which asserts that 
“in the two years just prior to 
Pearl Harbor, 1940-41, business 
discontinuances totaled 914,000 or 
five-sixths of the number during 
the two years following our entry 
into the war.” 

A tabulation of new businesses 
and discontinuances for 1942 and 
1943 follows: 


New Dis- 
Busi- continu- 
Industry nesses ances 
"TOWRA caciccieseeuais 571,700 1,072,800 
| Mining & Quarrying.. 5,400 3,500 
Contract Construction.118,800 212,900) 
Manufacturing ...... 53,100 50,900 
Transportation, Com- 
munication, Public 
TICHIUIOE «6c a ose oe ys 73,800 90,600 
i;| Wholesale Trade .... 33,500 63,300 | 


Retail TraGe ..- cs 109,900 376,100 
Food & Liquor..... 46,900 129,100 
Gen. Merchandise.. 6,300 14,600 
Automotive ....... 2,500 13,500 
Apparel & Acces- 

CEE ETO 5,500 15,800 
Eat & Drink places. 14,300 65,300 
Filling stations..... 14,500 66,200 
Other retail trade.. 20,100 71,800 

Finance & Insurance... 39,000 51,300 

Service Industries....138,000 224,100 


Quite apart from these changes, 
the article declares, an additional 
541,000 enterprises were reorgan- 
ized or transferred to new owners. 


Trend Now Being Reversed 


The authors, Howard R. Bowen, 
Donald W. Paden and Genevieve 
B. Wimsatt, assert that the great- 
est wartime decline occurred dur- 
ing 1942 and early 1943 at the 
time of the most rapid increase in 
war production, when shortages 
in goods and materials were most 
acute and when induction of men 
into the armed forces was at its 
peak. 

By mid-1943, when the shift to 
war production was mainly ac- 


complished, business discontinu- 
ances “dropped off sharply to 
totals far below even prewar 


averages. At the same time, busi- 
ness births showed modest gains.” 


In describing the tenacity and 
courage of American’ entrepre- 
neurs, the article says, “An inter- 
esting commentary on the virility 
of private initiative is provided 
by the number of new business 
ventures launched in 1943. In 
spite of the war and obvious dif- 
ficulties associated with it, 163,400 
new concerns entered the field. 
This is nearly 40% of the num- 
ber of new enterprises started in 
1940.” 

While not predicting figures for 
new business ventures in 1944, 
from preliminary data “not shown 
in this article,” it is indicated that 
“the number of business firms is 
now increasing very slightly.” 


Resumes Editorship 


C. T. Parsons has resumed his 
post as editor of Southern Lumber 
Journal, Jacksonville, Fla., after 
receiving an honorable discharge 
from military service. 

. 


Donnelly to Gardner 


Robert B. Donnelly, formerly 
vice-president and Minneapolis 
manager for McCann - Erickson, 
has joined Gardner Advertising 
Company, St. Louis. 


ne place you can nail down 
postwar sales ... 
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Result: You can count on a postwar payoff for 
advertising dollars you invest in Cincinnati, today. 
And you can count on The Enquirer to reach this 
sound, solid, feet-on-the-ground market for you at | 
the lowest cost. For Enquirer readership is concen- 
trated in the most solid, substantial sections of town. 
It’s che kind of newspaper that reaches minds as well 
as pocketbooks. 


. . America’s No. 1 “Boom” town. 
Plenty of war business . . 
Cincinnati’s broad, diversified industries have gone 
right ahead making essential civilian products for | 
which the postwar demand will be even greater. | 


. and Cincinnati 


But many of Solid 


SOLID CINCINNAT/ READS 


For over 100 years, edited for the thinking, doing, 


earning, solid citizens of America’s most solid market! 
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| which Cuban listeners tun 


_ tune to Cadena Azul prog: 
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Nazi Misuse of 

U.S. Mails Tok 

in Book by Hok 
New York, Aug. 2.—} : 
Hoke, direct mail special; a 
tireless worker against sub..." 
use of the mail, presents = 
sults of a one-man cry P 
crush the infiltration of Na - 
into this country via dire. 4. 
in a new book, “Black Mail. 5), 
lished by Reader’s Book S vi 
Inc. More than _ 100,000 bes 
have been sold so far. si 
Mr. Hoke, who is directo th 
Graphic Arts Victory Con tine 
tells how, in October, |: ‘ 
accidentally saw some aa 
graphed bulletins and pa: lets 
which seemed to conspire di. 
rectly against the unity and ¢. 


curity of this country t 
believed they must be . 
origin. 

This, Mr. Hoke found to | 
and in his subsequent in, 
tions, he uncovered a oF. 
propaganda plan by Berlin w) 
employed the best direc: 
advertising techniques used 
American business. The ful] 
of his revelations is told in 
Mail.” 


Pac 
Story 


“Black 


Close to OWI Overseas 


Joseph K. Close, manager of the 
public relations division of Owens. 
Illinois Glass Company, Toledo 
has joined the overseas branch oj 
the OWI. Mr. Close was formerly 
with U. S. Advertising Corpora- 
tion, Toledo, and D’Arcy Adver- 


| tising Company, St. Louis. 


Opens Own Office 

Roy A. Asmussen has resigned 
as vice-president of Little & Co, 
Chicago, to open his own offices 
in the Wrigley building, Chicag 
He will represent Folk Farm Prod- 
ucts of Oklahoma, and Deshidra- 
tadora Nacional de Platano Tabas- 
co S. A., Mexico City, promote 
of dehydrated bananas to retail 
and industrial users. 


Is to the 
- United 
States 
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Yes, Cadena Azul is the networ 
Columbia Broadcasting ste 
programs, and for the best 1) !0 
programming as well! Ant 
overwhelming numbers. An ©} 
tial survey proves it: A 
affiliate of a prominent U. 
ufacturer found that 65‘ 
Cuban listeners tuned to 
Azul...its nearest compet! 
only 15% of all Cuban li 
Your product can be mos 
Cuba | : 
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A. over Europe, Hitler’s Gestapo has people need a free press to remain free. 


spread the Nazi terror. Words are Americans of all classes and creeds are 


's to spoken in whispers. The Nazi government- united with one objective; to win the war. 


‘uba controlled press and radio are propaganda There may be, and are, legitimate differences 
machines, suppressing truth. Millions of men of opinion on methods, on details, on policy. 
and women are no longer free to think—free But on the grand objective, all Americans 


to act—or free to pray. agree—to win the war as soon as possible, 


» thet What does one find in Hitler’s press? | with the least expenditure of time and blood. 
ted Lies! Calumny! Distortion! But not News! The free press of America mirrors all the 
tes Americans are a free people. facts. It reports the victories and defeats of 
Our freedom rests on the sacred foundations of freedom of our valiant troops. It gives the news of the magnificent production 
— religion... freedom of assembly . . . freedom of petition . . . free- on the home front. It tells how millions of Americans build vast 
phe Com of speech and freedom of the press. armadas of battleships and submarines, pile up mountains of 
. ‘ Americans are one—and there is only one America. munitions, fabricate fleets of the air to conquer the common enemy. 
ne (he American free press is the bulwark of Liberty. It protects It spurs on labor and capital alike. It is the essence of Democracy! 
i ‘he rights of all religions. It stands for the rights of labor—and the 
its of capital. It preserves political rights. The freedom of the THE AMERICAN PEOPLE will always demand a free press. It is one of 
‘Ss furnishes the check upon government which no constitution the greatest of American rights—as great as the freedom to think 
- hill ever been able to provide. It is a champion of minorities. A free freedom to act—freedom to pray! 
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a 
NEW YORK'S < - a PICTURE NEWSPAPER — - : 
Tou of 10 families read The News! 


nei work NEWS BUILDING, New York 17  * TRIBUNE TOWER, Chicago 11 * 155 MONTGOMERY ST., San Francisco 4 hs 
th ¢* 
BS Average net paid July circulation exceeded 2,050,000 Daily... 3,700,000 Sunday ss 
pre ati - 
»w city ” 
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Railroads to Be 
Big Postwar Buyers 


The possibility that railways 
will spend over $2,000,000,000 in 
the five-year period after the war 
is described by Samuel O. Dunn, 
editor, Railway Age, in an article 
in August Industrial Marketing. 

The forecast of the probable 
postwar expenditure is predicated 
on the assumption that the na- 
tional income will exceed $100 
billion annually in the postwar 
period, he said. 

Mr. Dunn declared, “The earn- 
ings and purchasing power of the 
railways depend, of course, upon 
the total volume of agricultural 
and industrial production, because 
the volume of production deter- 
mines the volume of traffic avail- 
able to the railroads and other car- 
riers. 

“During the war years, however, 
the railways have earned an aver- 
age of about $800,000,000 a year 
net income for dividends, and 


(OL hip 


ndusiry Are Freparin 


AMMUALG 


doubtedly be made for locomo- 
tives, freight cars and passenger 
cars, Mr. Dunn predicted that 
there would be a great deal of im- 
provement and expansion of perm- 
anent structures. 

Quoting from summarized plans 
based on comments of leading rail- 
| road executives concerning the im- 
provement of passenger service, 
Mr. Dunn said, “‘The railways rec- 
ognize that most of their present 
passenger equipment is outmoded 
and are planning to replace it 
with modern lightweight equip- 
ment just as soon as possible after 
|the war. Numerous roads plan to 
|buy up to the limit of their fi- 
‘nancial ability.” 
| Regarding postwar competition, 
'Mr. Dunn reported that railway 
|}executives are confident of their 
lability to cope with that given 
|\them by trucks, but waterway 
competition is regarded with 
“much concern, particularly as to 
|coastwise and _ transcontinental 
‘traffic via the Panama Canal.” 


have paid dividends of only about ey sa f 
$200,000,000 a year. While airline competition for 


$600,000,000 a year earned but not| said that it is felt that the cost 


paid out in dividends has been | factor will prevent it from becom- | 


Some of the| freight is not being overlooked, he | 


used to retire indebtedness, while | jing serious for some years to come. 


the balance, now amounting to 


some $2,000,000,000, has been ac- | 


cumulated in railway treasuries 
for future use. Whatever pur- 
chasing power may be provided 
by earnings during the next five 
years will be augmented at the 


rate of about $400,000,000 by this | 


accumulation of cash during the 


war.” 
Asserting that the largest in- 
crease in expenditures will un- 


| for carload and merchandise traf- 
fic, as well as faster long-distance 
|'schedules; a large expansion in 
coordinated rail-highway service 
to increase speed and flexibility, 
particularly to local points; and a 
greater study of the shippers’ 
needs. 

In the merchandising end, more 


SOUTH BEND IS AS FAR 


FROM CHICAGO 


= as Philadelphia Is From New York, 
= as Baltimore Is From Philadelphia, 
— as Louisville Is From Cincinnati, 


=- as Albany 


Is From Hartford. 


= BEND is an independent market just as the cities 


listed above are independent markets. You can’t adequately 


cover South Bend with a Chicago station. Indeed, this area 


can be dominated only by using WSBT, an affiliate of the 


Columbia network --.- This station reaches—in addition to 


South Bend’s population of 112,000—27 Indiana and Michigan 


counties, with 33 towns of more than 2.500 people, having a 


total of 243.000 radio homes 


-++ War workers in this rich 


market are making big money and saving a lot of it for Post- 


War use. In every war bond ¢ 
including the Fifth War Loan, 
lOOO watts at 960—is 22 vears 


reached its quota « « «WSBT 


old, truly a pioneer station. 


PAUL H. RAYMER CO. 


Notional Representatives 


‘ampaign since Pearl Harbor, 


South Bend has more than 


COLUMBIA NETWORK 


| Postwar service plans, he out- | 
lined, include overnight fast trains | 


careful selection and better train- 


|ing of the railway saies forces is 
‘indicated after the war. 
|tinuation of the present 


A con- 
institu- 
tional advertising of the entire 
railway industry, through the As- 
sociation of American Railways, 
is also expected, while develop- 
ment of traffic by study of the in- 
dustrial, agricultural and mineral 
possibilities of the_ territories 
served will be continued on an 
enhanced scale. 
* oo 


“What to make” and “when and 
how to sell it?’”’ These are two of 
the major postwar problems the 
Policyholders Service Bureau, 
Metropolitan Life Insurance Com- 
pany, hopes to clarify in its new 
study, “Planning Postwar Prod- 
ucts and Markets.” The report 
describes what 47 companies, now 
wholly or partially engaged in war 
work, are doing to answer these 
questions. 

The report shows that, contrary 
to popular opinion, manufacturers 
generally are trying to determine 
which of their present products 
have immediate potential markets, 
which can be distributed through 
regular marketing channels and 
which can be put into production 


quickly without large capital ex- 
penditures. 

Market analyses, it is disclosed, 
are being conducted to prepare 
forecasts, determine market po- 
tentials, set quotas, measure con- 
sumer acceptance, analyze compe- 
tition and promote better distri- 
bution by territories or customer 
classes. Stress is placed on train- 
ing and retraining sales personnel. 

Copies of the report may be 
obtained by executives who re- 
quest it on their business station- 
ery, addressing the company at 1 
Madison Ave., New York 10, N. Y. 


* * % 


New items for postwar produc- 
tion listed in the July report of 
the research department of Geare- 
Marston, Inc., include a portable, 
manually operated metal shrinker 
that performs in minutes work 
which formerly required hours, 
synthetic rubber sheeting that can 
be boiled without deteriorating, a 
sulfathiazole-allantoin lozenge for 
the treatment of mouth and throat 
infections, an anti-friction jelly for 
windows and doors, a translucent 
glass of unusual resistance to im- 
pact or temperature changes and 
a v-hoe cultivator weighing only 
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seven pounds, for easy ha 
close to plants. 
ok * * 

A Joint Lithographic <A, 
Council has been establis! 
the Lithographers Nationa] 
ciation and the Amalg 
Lithographers of America ( 
it was announced recently 
Council’s function, it is said 
serve as an advisory body 
industry, and will not in 
with the normal functioni; 
collective bargaining arrang: 
of individual shop o 
groups.” 

Meetings several times 
ally will be held in variou 
of the U. S. to afford loca] 
sentative the opportunity o 
ferring with the Council . 
gional problems. 

The lithographic indust; 
grown from 550 shops in 19( 
975 shops in 1930 to about 
shops at this time. Its 
sales volume is. approxi: 
$300,000,000. 

The newly formed Coun: 
consist of not less than five 
bers each representing m: 
ment and_ labor. 
representatives will be L. H 
son, president, Stecher - 7 
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ph Corporation, Rochester, 
and San Francisco, Cal.; 
i H. Knopf, president, The 
ra Company, Chicago; 
E. Loder, president, Na- 
Process Company, New 
‘ity; John M. Wolff Jr., 
nt, Wolff Printing Com- 
:. Louis, and W. Floyd Max- 
eretary, Lithographers Na- 
\ssociation, Inc., New York | 
-epresentatives of the ALA | 
nternational president Wil- 
Riehl of New York; interna- 
st vice-president and sec- 
treasurer Robert Bruck of 
- international vice-presi- 
red W. Rose of St. Louis; 
national vice-president 
P. Slater of San Francisco 
enjamin M. Robinson of 
rk, counsel. Both the LNA 
e ALA have served the in- 
and union for more than 


rs. 


ert C. Hill, associated with | 
ectrical appliance field for | 


20 years, has been appointed | 
or of the appliance division 


tional Electrical Wholesalers 


6 GAIN AND LOSS PERCENTAGES - S2 CITIES e 
JUNE 1944 - 1943 Los GAIN 
CLASS IF ICATIONS 30 20 10 tt) 10 20 30 
RETAIL 2.8% = 
Generar -0.2 
AUTOMOTIVE 5.8 — 

FINANCE AL 13.1 Rae rie seme 
Totar DisPray 2.4 = 
CLassiFieD “11.5 a 
TOTAL ADVERTISING -1.2 * 
DerartTmenT STORES -3.7 
JANUARY | - JUNE 30, 1944 - 1943 
RETAIL -0.2 
Genera 6.6 alee 
AUTOMOTIVE 3.3 all 
FUNANctal 3.6 ws 
Totac DisPray 1.6 a 
CLassifFieD -3.1 ame 
TOTAL ADVERTISING 0.4 q 
Department Stores 4.3 secret 
30 20 10 ° 10 20 30 


UPS AND DOWNS—Newspaper advertising continued to show a mixture of 

trends in Media Records’ measurement of newspapers in 52 cities for June, 

compared with June, 1943. Classified, which rose to almost unprecedented 

volume last year, is back on the minus side of the ledger, though the June fig- 

ure is higher than May's. In the January |-June 30 period, general adver- 

tising is 6.6% above the same period last year, and total advertising 
gained 0.4%. 


Salesmen Asked 
{o Help Build 
Sales Material 


Investors Syndicate 
Seeks Reactions to 
_ Promotional Copy 


| Minneapolis, Aug. 3.—The 1,000- 
man field force of Investors Syn- 
| dicate is not only going to be con- 
| scious of the company’s sales 
| promotion material when it gets it 
| this fall—it is going to play an 
important part in building it. 

A couple of weeks ago a letter 
went out from Investors Syndicate 
| to all its representatives, over the 
| signature of J. S. Lane, assistant 
| vice - president, explaining 
| Batten, Barton, Durstine & Osborn 
was recently appointed to handle 
‘all Investors Syndicate advertis- 


ing and that, “‘with their collabo- 


Full-time employment for every American is the real goal of all industry’s postwar planning. The 


one guarantee of success is the public’s demand for more merchandise. And it is advertising that 


always supports American initiative in producing quality goods at quantity prices and maintaining 


a standard of living that’s envied by the whole world. Advertising necessarily bulks large in every 


postwar picture, because it is the world’s greatest producer of sales, and sales are the father of em- 


ployment. Plan your postwar sales and advertising job immediately and thoroughly. And remember 


later on to choose Champion paper for all your printing. 


1894 


LL 


MILLS AT HAMILTON, OHIO... 


CRIN ROPING: INs: Ge vg 


HOUSTON. TEXAS 


Vianufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds, Envelope Papers, 


NEW YORK 


»* CHICAGO - 


Tablet Writing and Papeteries 2,000,000 Pounds a Day 


DISTRICT 
* CLEVELAND - 


SALES OFFICES 


PHILADELPHIA BOSTON « ST. 


LOUIS + CINCINNATI -~ 
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33 
ration, we are getting started at 
once on new sales promotional 


material which we all concede is 
urgently needed.” 

“As one of our first steps,’ Mr. 
Lane’s letter explained, “we are 
now trying to set up a foundation 
of plans based on solid facts and 
thorough experience. Our facts 
will come from many sources, of 
course ... but one of the most 
important sources is you. 

“Have you sometimes wished 
that you might have a voice in the 
planning of Investors Syndicate 
advertising and sales promotion? 
Surely you have had special prob- 
lems, special kinds of experience, 
that would be invaluable as back- 
ground for the company’s plan- 
ning. Now we hope to make use 
of that special knowledge which 
you possess. The questionnaire 
attached explains itself.” 


Themes Discussed 
The questionnaire itself is a 
four-page folder which gives rep- 
resentatives a chance to report the 
kind of supplementary advertising 
booklets they think will help sell 
|}more certificates, and deals en- 
'tirely with retirement plans. 
| Questionnaires on college plans 
and other tried-and-true sales 
| stimulants in the business will be 
| submitted later. 
Six themes which are being con- 
sidered for supplementary litera- 
ture to be used in conjunction 
with the official prospectus are 
listed, with the representatives 
| asked to rank them in ordei of 
| their sales effectiveness. The six 
|themes, each described briefly, 
| are: “Since 1929”; “Mr. and Mrs. 
|Inc.”; “Pity the Old Folks”; “Put 
Yourself on Your Payroll’; “He 
Went Fishing”; and “A Year’s Va- 
cation.” 
Following are 27 suggested 

| headlines, with the representatives 
asked to grade each as “very 
| good,” “fair,” or “do not like.” 
| The headlines include a variety of 
pointed approaches to the annuity 
| suggestion, such as: 
| “What shall we do about grand- 
| father?” “Loved by all; wanted by 
|none.” “To love, honor and be 
| broke?” “Pay yourself first—then 
|} pay your bills.” “Did you work 
| one year for nothing?” “They 
| laughed when he said he’d retire.” 
| Room for additional suggestions 
|and comments was also supplied 
/on the questionnaire. 


KBS Adds 3 Stations 


Keystone Broadcasting System 
has added three stations, bringing 
its total to 206: WJZM, Clarks- 
ville, Tenn.; KROS, Clinton, Ia.; 
/and KWFC, Hot Springs, Ark. 
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Toward resumption of normalcy 


There can be little doubt that a sizeable swing to civilian production will follow the 
collapse of Germany. Most-needed types of consumers’ goods will reappear in the marts of the Nation. 


Broadcasting is the most direct and effective way of announcing the advent of new 
products, or the re-availability of old and accepted lines. All the big and little things, the 
common and uncommon things, that the people long have lacked in their daily lives, and in their homes. 


America needs them, and needs to be told about them.. that they are obtainable, what 

they’re like, what they’ll do, what they cost. The stations of Westinghouse are primed for this job 
at a moment’s notice.. ready to tell, and sell, the 18,000,000 commodity-hungry Americans 

in their primary areas. Consult NBC Spot Sales on ways and means. 


WESTINGHOUSE RADIO STATIONS Inc 


* WBZ * WBZA * WOWO + WGL « KYW 
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Small Towns Hi 
Highest Peaks |: 
Salvaging Pape: 


Topeka, Kan., Aug. 3.—k 
City with its record of 4.16 ; 
of waste paper per capita 
two-day July drive, may 
champion “heavyweight” co! 
but it must bow to the reco: 
by some of its smaller nei; 
in the state of Kansas. 

Hartford, population 400 
lected four tons of paper 
July drive for an average 


July 22 and collected 8 tons 
(2,000) has a weekly coll 


plan and for the first three 
of July had piled up a tota|] 


ups. 


tions near Topeka. 


State-wide Organization 


duced eight tons of paper. 


pounds per capita. Tongonoxie 
(1,100) had a one-day collection 


14.5. pounds per capita. Sabetha 


over 14 pounds per person. A tchi- 
son (12,000) and Hutchinson (35, 
000) each went over the five- 
pound mark with their July pick- 


In Topeka (70,000) the Ameri- 
can Legion put on a one-day col- 
lection last Sunday, and gathered 
135 tons, or 3.85 pounds per capita 
In addition, some continuous 
efforts such as those of the Salva- 
tion Army and some Scout troops, 
turned in 200 tons during July 
from homes and small businesses 
The bigger industrial plants ac- 
counted for another 150 tons. Al) 
of these were from civilian sourc: 
and did not include the salvag 
from the two big army installa- 


Magazine representatives have 
been working with WPB in Kan- 
sas organizing communities whic 
have never been efficient in wast 
paper collections before. For ex- 
ample, in the little town of Ton- 
gonoxie the previous drives had 
netted about one ton of pape! 
each. A member of the magazine 
committee went there and organ- 
ized the July drive which pro- 


H. W. Woods, executive secre- 
tary of the Kansas salvage com- 
mittee of WPB, reports | that 
throughout the state communities 
are being organized and reportin 
collections on a scale never before 
attained. He expects the three 
summer months of June, July and 
August to equal, at least, any pre- 
vious three months. Both June 
and July have topped the May 
record. Furthermore, he expects 
the publicity and the organization 
being effected in this summe 


IN A TWO-STATE AREA 
THAT EMBRACES 85+, OF 
THE POTENTIAL MARKET 


Statistical analysis of the 
leading cities of The Cart 


portance 

2nd in Retail Sales, Drug §S 
Food Sales, Automotive & 
AND Population. In the ext 
of its buying power t $ 
rounding communities, its q 
ity population Greensl 
climbs to a high peak. 
Industry, agriculture, tradir 
center mportance, income 
all these contribute to a 1 


some record National Ad 
it 


JANN & KELLEY, INC. 
National Representatives 
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driv’ carry over and to increase Four A’s Elects Two 


llections. 
tie: SES weneCuene Kane Advertising, Bloomington, 
Ill., and Mitchell-Faust Advertis- 
ing Agency, Chicago, have been 
elected to membership in the 
American Association of Adver- 


MA‘ \ ZINE MEN AID 
wip EST COLLECTIONS 


so, Aug. 3.—Reports ema- 


stockholders, the War Advertising 
Council has issued a_ booklet, 
“Four Ways to Show Your Colors,” 
describing “tested advertising 
techniques that help win the war 
and aid your product.” Listed are 
the “all-out” campaign devoted 
entirely to a war theme; the “dou- 
ble-barrelled” drive or “one barrel 
for the war theme, one barrel for 
the product”; the “sneak punch” 
for a war theme tying in with 
emphasis on the product, and the 
“plug with a slug,” consisting of 
an 8-point line at the bottom of 
an ad. 


The booklet includes reproduc- 
tions of outstanding war ads, and 
ends with the message that “if you 
haven’t started to hitch your 
printed advertising to a war 
theme, it certainly isn’t too late to 
start now.” 


Hazlett Heads Sales 


Adam J. Hazlett, formerly gen- 
eral manager of sales of Jones & 
Laughlin Steel Corporation, Pitts- 
burgh, has been elected vice- 


president in charge of sales, suc- , 


ceding Lewis M. Parsons, resigned. 
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$10 BILLION 


—isa lot of income in a mor- 
ket shouting, ‘‘Potential."’ 
We can increase your soles 
and distribution efficiently, 
economically.We handle 
small accounts, big ones too. 
Write today for free facts. 


DAVID J. SULLIVAN 


NEGRO MARKET ORGANIZATION 
MARKETING « AUVERTISING « RESEARCH 
545 Fifth Avenue, New York 17, M. Y. 


| OUT OF 

EVERY 10 
AMERICANS 
1S A NEGRO 


a ‘rom territories where rep- tising Agencies. 

necer, tives _of the Periodical —_—_—_—_—_ 

Pu ers’ National Committee | Tested Ad Techniques 

fol tepaper Salvage have been Cc il d b Cc i] 

act point to successful drives omple y Council 

in ty. © Summer campaign. For advertisers who may not 
“3, P, Eves, of Meredith Pub- | have discovered yet that advertis- 
lis! Company, Des Moines, Ia., | ing which helps the war also helps 
cap of the Iowa campaign for | the product, the company, or the 
pul ers’ representatives, reports 

yart\ arly successful results ac- 

ae hed so far by three of his | 

de} | 


V each utilizing fully the 
»--ation of civic groups, news- 
_ radio stations, Boy Scouts, 
theaters, clergy, Red Cross 


n6 ther local groups, Mr. Eves 
fives as examples of results, that 
of HS. Davidson, of Better Homes 
& Gordens, who, working in Ot- 
tun Ia., on July 24 produced 
155 tons Where previous drives 


brought 36; Frank Hunton of Cos- 
mopolitan, working in Muscatine, 
who on July 23 produced 43 tons; 
and John Pollack of True Story, 
working in Newton, who on July 
96 picked up 60 tons against pre- 
vious drives’ total of 30. 

Unusual types of cooperative 
effort were credited by Lionel 
Bishop of Cosmopolitan, captain of 
the Wisconsin group, for the suc- 
cess in that territory. In particu- 
lar, Mr. Bishop told of the 30 tons 
of paper garnered by Orin Wer- 
necke of Curtis Publishing Com- 
pany, who demonstrated his faith 
in the pulling power in Manitowoc | 
County of rural churches; and of 
Curt Moss of Newsweek, who 
coordinated the paper drive with 
the Red Cross plasma drive, using 
the slogan, “One Pound of Paper 
Makes One Plasma Container.” 

John McLatchie of Time, chair- 
man of the groups, and Jack 
Rutherford of Fortune, Illinois 
deputy, report singularly effective 
work by Robert B. Davis of Curtis 
Publishing Company, Jack Franz 
of Conde Nast, Bill Aaron of 
McCall’s, Norman Mick of United 
States News, and E. E. Lay of 
Curtis Publishing. Working Cham- 
paign-Urbana, Mr. Davis collected 
135 tons in a two-day drive. 


Winters Opens Office 

Charles E. Winters Company 
has opened offices at Baltimore 
and Lansdowne Aves., Lansdowne, 
Pa., to act as national representa- 
tive for a line of food and confec- 
tionery manufacturers, including 
products of Skyline, Inc., and 
Candy Crafters, Inc., both of Lans- 
downe. Richard A. Foley Adver- 
using Agency, Philadelphia, 
handles the account. 


hat girl across the street? 


isn't she, with her upswept hair and 
and well-made clothes? That's Bill's 
She's just returning from a week in 
You'd never guess she had donned 
ms and spent most of the summer 
in a defense’ plant Versatile, 
you say? 


papers. 


t Americans, this alert young lady 
vany diverse jobs well. Her interests 
1, her tastes varied, her thinking 
e. Even though often placed on a 
she quite humanly likes good food, 

metics 'n such. She has a good 
~ ind many needs 


ol teacher and three-quarters of a 

thers mean a magnificent market for 
if she prefers what you have to 
guess her pupils will also Par- 
respect her judgment 


urself of this powerful advertising 
by telling your sales story to the 
her own preferred publication, the 
ichers Magazine. 700,000 bona fide 
rs in 42 states 


2eorgia C. Rawson, Manager 


ST. £ TEACHERS MAGAZINES, Inc 
30 Michigan Avenue, Chicago |, Ill. 
A ation of 42 state teachers magazines 


Aberdeen-Angus bull sold for $40,000. 
Oklahoma Stock Men, for they represented years of effort to produce some of the 
finest cattle strains in America. 


QUALITY 


An Oklahoma-bred Hereford bull recently brought $38,000. 


THE RIGHT Sipe FOR YOUR ADVERTISING! 


$98,000,000 


Both sales brought 


A short time later. an 
pride and joy to all 


Quality usually brings a premium and many a manufacturer of a worth-while prod- 
uct has seen the right side of Oklahoma become a rich market....A PREMIUM 
market for him, through the advertising pages of Tulso’s TWO dominant news- 


ot 


2 RE GARR ae 


TULSA WORLD 


OiL CAPITAL NEWSPAPERS 


TULSA TRIBUNE 


REPRESENTED NATIONALLY BY @ THE BRANHAM CO. 
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The Vulture-Watch... 


over soldiers’ wives 


Even hardened F. B. I. men are shocked at the cruelty 
of rackets against wives and mothers of servicemen 
that have sprung up during this war. If you’ve a son, 
husband or dear friend in the service, don’t fail to 
read ‘‘Vultures on the Home Front,” in the August 
Companion—an article as startling and important to 
women as any we have run this year. 


How could any so-called woman’s service magazine 
limit its pages to homemaking, personal service, 
entertainment, while rackets like these are vict'1- 
izing women? The powerful special articles progr +m 
in the Companion is doing a service job for won en 
unique in the history of women’s magazines. § ill 
the most practical of homemaking books, toda.’s 
Companion steps out of kitchen and nursery to f ce 
vital problems that challenge women as Citize 'S. 
Only that kind of editing can add up to comp! (fe 
service in a modern woman’s magazine. 


COMPANION 


THE CROWELL-COLLIER PUBLISHING COMPANY} 
PUBLISHERS OF WOMAN’S HOME COMPANION, COLLIER'S, THE AMERICAN MAG 


THE COMPLETE WOMAN’S MAGAZI/E 
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er 2J0E . . . . BUSINESS CHART OF THE WEEK... . 


Dear Joe : 


Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 
man, discussing some basic situation or point 


a 


yi » that will be important for “Joe” to bear in mind when he returns to 


of — . bye : 
civil life in the advertising business. 


Dear .0e: 
The way things are going now, thanks 
to y you will be coming home again. 


And « ill we be glad to see you! 

Bu it won’t stop at just being glad. 
Weve got to make 
you feel at home 
after you get here 
and e mean to do 
it ist killing the 
fat f or a muster- 
ing out check from 
Unt Henry won’t 
be enough. Not after 
what you have done 
for us. We are de- 
termined to see to it 
that you get what 
you want and first 
and foremost that 
will be a good job at 
which you can make 
a living that will provide you not merely 
the necessities but also the comforts of 
life in this country which has prided 
itself on maintaining the highest standards 
ff any nation on earth. 

You believed that this country of ours 
was worth fighting for and dying for, if 
necessary. And you went about that job 
with head held high and the determina- 
tion to show the world and our enemies 
that American manhood was as strong and 
virile and as unafraid as our fighting men 
have always been in the glorious past 
chapters of this country’s history. Some 
of you who may remember what happened 
after the last war may think that I am 
lishing out the applesauce. Let me tell 
you that both apples and applesauce are 
out this time. The previous World War 
was not big enough nor did it last long 
enough to stir America to its roots. This 
one has. There is not a family in this 
country with ‘sons qualifying for service 


J. H. Van Deventer 


that has not felt its impact. You can’t 
take eight million boys from American 
homes without creating a vacuum in the 
homes of both rich and poor. 

As a result of this there is a new social 
consciousness at work in this country. We 
are determined to make this country that 
you are fighting for a better country for 
everyone and particularly for you boys 
who are defending and protecting it. If 
we can’t do that, then we are not worth 
protecting or defending. 

When you come back you will be want- 
ing things. Things that you haven’t been 
able to have for many, many months. 
Most of all you will want jobs. 

The best brains in America have been 
working on that matter of jobs for you 
and are still at it and will continue at it 
until the problem is licked. Private em- 
ployers in all manner of industries from 
coast to coast, under the able leadership 
of Paul G. Hoffman of the Committee for 
Economic Development are canvassing 
postwar employment possibilities in the 
light of new products and new markets. 
Advertising agencies and advertisers in all 
lines are getting ready to market them. 
Government is doing its part in the plan- 
ning of extensive public works and labor, 
with so many sons in the service, is giv- 
ing wholehearted cooperation to these and 
to other work creating measures. 

So come back to us wanting better 
things, and more of them. Wants are the 
mother of progress. Want homes, want 
automobiles, want families and the com- 
forts that they should have and you will 
find the jobs to enable you to fulfill them. 
We are already doing the job hunting 
footwork for you, in the advertising field 
and elsewhere. 

JOHN H. VAN DEVENTER, 


President, The Iron Age. 


lhe Pay ~ Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


BY THE MAIL ORDER MAN 


w much will mail order advertising 
re ses cost me? And how little should 
t ost me to be profitable—how much 
can | afford to pay?” 

N body can answer the first question 
defiritely for you. A direct’ competitor 

f he will) tell you how much his re- 

s cost him and thus give you some 
ar f what you will probably have to 

\n experienced mail order man can 
g ipproximately the cost per inquiry 

if he studies your proposition, your 
and your advertising. But only 
will give you an exact answer. 
e are too many variables involved 
advance answer to be any more 
guess. 
ur advertising to try for an inquiry 
1 direct sale? The latter will usu- 
ing fewer replies and thus cost 
er reply. If your sales response 
e accompanied by cash, your re- 
ll be pulled down somewhat unless 
ount involved is quite small and 
ent to send. 

ur desired response is to be an in- 

about your goods or service, the 

f an attractive sounding booklet 

raw more replies (and cheaper) 

ist the offer of more information. 
€ more you build up the desirabil- 
your booklet, the lower the cost of 
esponse. Obviously, too, a “give- 


away” of a sample or other desirable ar- 
ticle will lower it still more. 

Are you appealing to farm and small 
town people or to urban readers—to men 
or women—to children or adults? Farm 
people tend to respond better than city 
people, while even in the city, business 
men are less likely to answer than non- 
business people. Women answer more 
readily than men and kids better than 
adults. 

Is your product new, novel and strik- 
ing? Then your advertising will draw 
better than a staple unless it is so novel 
as to be unbelievable. Does it appeal to 
a large proportion of the people who see 
or hear your ad, or only to a limited 
group? Are it and your company well 
known? 

What media are you going to use—gen- 
eral media or specialized? And how 
strongly are you going to use them—in a 
big aggressive campaign or only in small 
dabs? On a proposition of limited appeal, 
a specialized medium with one try may be 
very profitable while on a product of wide 
appeal it may be best to use a general me- 
dium over and over again. 

How easy are you going to make it to 
answer? A coupon in your ad, a reply 
envelope or card in your mailing, or a 
telephone number in your radio commer- 
cial will increase your returns and lower 
your cost. 

The range of response cost of mail order 


advertisers is almost as wide as the list 
of such advertisers is long. The lowest 
response cost of which I know definitely 
(there probably have been lower ones) is 
that of a yeast company offering a free 
booklet of recipes and baking hints on a 
radio program. The response cost here 


was 4 cents. On the other hand I have 
known of advertisers who have paid up 
to $10 per inquiry. The rest range all 
the way between these two extremes. 

The other question—how much can I 
afford to pay for responses—will be 
answered next week. 


lhe Creative Mans Corner 


It can hardly be a startling assertion 
that few, if any, advertising campaigns 
over the years have been so consistently 
fine and so sure as those for Coca-Cola. 

For one thing, Coca-Cola advertising 
always has been almost flawlessly exe- 
cuted. For another, Coca-Cola never has 
followed the professional fads and fetishes 
that mark—and mar, so many continuing 
campaigns. 

Both of these things are tremendously 
important. 

But it is the complete integration of 


1. that ‘ta Coke” is Coca-Cola’s friendly 
nickname. 

2. that Coca-Cola is the original cola 
drink. 

3. that Coca-Cola is the world’s fa- 
vorite cola drink. 

4. that Coca-Cola commands a higher 
price than other colas. 

5. that Coca-Cola may be had in bot- 
tles, or mixed in distinctive glasses at 
soda fountains. 

If a good many other posters of a good 
many other advertisers may be taken as 


Coca-Cola advertising into Coca-Cola’s 


whole merchandising plan that seems to 
this Corner to be the basis of its excel- 
lence. Never has a Coca-Cola color page 
or poster more than one job to do. And 
invariably it does this superbly. 

One time it is Coca-Cola at the soda 
fountain that is featured, next time Coca- 
Cola in the bottle—with rarely an un- 
necessary word and never a meaningless 
picture. 


The poster reproduced here is an excel- 
lent example—made great by the things 
it leaves out, the things that other Coca- 
Cola advertising and Coca-Cola merchan- 
dising every day make plain: 


s evidence, every one of these things could 


have been included, and most of them 
would have been included by most ad- 
vertisers. 

The fact is that the proper integration 
and evaluation of all Coca-Cola advertis- 
ing and all Coca-Cola merchandising have 
made it enough to say in this poster, 
“Have a Coke.” 

It is the same thing that calls up pic- 
tures of old plantations and _ tobacco 
markets and the chant of the auctioneers 
to millions who only see and hear the 
words, “Lucky Strike Means Fine To- 
bacco.” 

It is usually the difference between ad- 
vertising and selling. 
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Lesson for Dealers 


To the Editor: With all this | 
talk of postwar planning in vari- 
ous industries, perhaps the at- | 
tached advertisement is worthy of | 
comment in your esteemed publi- | 
cation. It is currently appearing | 
in the Gasoline Retailer and is one | 
of a series aimed at maintaining 
good will and contact with Amoco 
distributors and dealers. 

The illustration is by Tom Yard- 
ley, the prominent local boy here 
in Baltimore, who has been much 
sought after by the big syndicates | 
but who likes Maryland crab cakes | 
and steamed shrimp and the pres- 
tige of being a featured cartoonist 
for the eminent Baltimore Sun. 

ALVAN SUMMERFIELD, 

The Joseph Katz Company, 

Baltimore. 

7, Vw FT 


Likes Editorial 

To the Editor: Congratulations 
on your timely editorial endorsing | 
the program of the Association of | 
National Advertisers to continue | 
its survey of public attitudes to- 
ward advertising and business. 

The information developed in 
our earlier study and embodied in 
the Association’s report, ‘“What 
the Public Thinks About You,” 
has proved of great value to all 
who have had an opportunity to 
study it and has stimulated a defi- 


nite demand that vital data of this | 


character be made currently avail- 
able to those who are charting the 
course of advertising copy appeals 
to the public now and in the post- 
war period. 

Indeed such first-hand knowl- 
edge of the public’s attitude to- 
ward industry is quite indispen- 
sable to all of us who are under- 
taking to interpret business to the 
man on the street. We of the ANA 
public relations committee ap- 
preciate, therefore, the endorse- 
ment of this undertaking which 
ADVERTISING AGE has provided. 

P. L. THOMSON, 

Chairman, Research Subcom- 

mittee, Public Relations Com- 

mittee, Association of National 

Advertisers, New York. 
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On the Importance 
of Opening Refrigerators 


== 

To the Editor: ADVERTISING 
Ace’s Ad-lib editor was certainly 
ad-libbing on Item Two in your 
June 12 issue. When he men-'| 
tioned the speech by Richard L. | 
Schoenberger “of an industrial | 
design organization whose name is 
too hard to spell” he could easily 
have verified the firm name by 
looking on Page 13 in the same 
issue. Your writer of announce-| 
ments and business notices has 
apparently had superior training 
in spelling, because Page 13 car- 
ries the announcement of the 
opening of New York offices of the 
industrial design firm of Van 
Doren, Nowland & Schladermundt, 
of which Mr. Schoenberger is sales 
manager. Not that it really mat- 
ters very much, because we find 
the name a little fatiguing to ar- 
ticulate, too, and usually call it 
VD.N&S for short. 

It does bother us, however, that 
ADVERTISING AGE, Of which we 
have always had the _ highest 
opinion, should speak so dispar- 
agingly of the importance of the 
fact that the refrigerator in the} 
average family of four is opened 
44 times a day. We can only 
assume that Ad-lib’s editor nei- 
ther raids his icebox at night, nor 
subscribes to the humanitarian 
principle of saving time and mo- 
tion for the housewife. . . 


As for the ice cubes, it does 
make sense that a standard piece 
of household equipment such as 
the refrigerato1 should be de- 

med for the greatest conveni- 
ence of the majority of users. Re- 
€ tudies and analysis of use 
and function ow that approxi- 
mately 87 of electric refrigerator 


users don’t use ice cube This 
fact does assume significance when 
you consider that the ice cube unit 
s ] iter top—the most 
spot in the ice box 

types There- 


consumer must struggle 


% 


This department is a reader’s forum. ‘Letters are 


| with butter that is too hard, be- 


of the 


"This, 


i Got 


ae ng toe Fy 


ta See!” 


a ee oe 
Pel em some Crewwmneae 


Gasolive Powers The Attack -- 
Beet Waste A Drop 


UAMIICAN OR COMPANY ead if: oftiliete PAM AMERICAN BERING CORP 


SKEPTIC — American Oil delivers a 

brief sermon on the underlying atti- 

tudes that make service stations pop- 

ular, regardless of mechanical innova- 
tions. 


cause the logical place for it is 
next to the freezing unit. She 
must take out today’s milk and 
yesterday’s milk to get to day- 


before-yesterday’s milk from that | 
long, narrow shelf to the right of | 
Leftovers spoil be-| 
in the| 
In three out | 
kitchen | 


the freezer. 
cause they are forgotten 
recesses of the box. 
of four of the general 
types, it requires a semi-contor- 
tionist to find easy access to re- 
frigerators with all-over doors 
opening out. If these aren’t “pre- 
sumably startling” facts, what are? 

As long as design and produc- 
tion continue to be arbitrary, 
measured only by sales figures, 
which merely show that a product 
has or has not been a failure, a 
sound postwar economy seems too 
much to hope for. Product engi- 


neering, consumer engineering, 
plus visual design according to 
our tried and tested technique, 


makes it possible to assure con- 
sumer acceptance before produc- 
tion, and consumer satisfaction. 

Ad-lib’s editor might 
interested to know that the re- 
search and analysis preceding the 
first step of design, turns up a 
wealth of material, so that adver- 
tising copy can be based on fact 
instead of copywriters’ nightmares 
preceding a client’s presentation 
the following morning. 

JANE SHERRARD, 

Public Relations Director, Van 

Doren, Nowland & Schlader- 

mundt, New York. 

vy 


v 
Wants His Numbers 
To the Editor: In the name of 


| all that is pinktoed and holy why 


do magazine publishers persist in 
hiding the page numbers so that 
when hunting for Page 98 for a 
continuation of this article or that 
I have to read every ad in the 
book whether I want to or not? 

Advertising is of definite value 
to both publisher and reader but 
why try to jam it down the read- 
er’s throat? 

“You can lead a horse... ” 

Your publication is an example | 
of good page numbering. Examine | 
some of our more widely read 
Magazines and you will see what 
is meant. 


also be} 


Dress HEDRICK, 
Windsor, Ont. 
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Takes Creative Man 


to Task on RR Criticism 


To the Editor: My attention has 
just been called to the following 
criticism aimed at railroad adver- 
tising, appearing in “The Creative 
Man’s Corner” of ADVERTISING AGE, 
June 26 issue: “Railroad copy, for 
the most part the most boastful 
and tiresome in the business.” | 
missed this when reading my copy. 

Being connected with one of the 
major railroad companies and 1 
ynsible for its advertisi: 

the past two 
rv closely with seven her 
roads on the “coordinated” news- 

campaign, I am _ familiar 
the wartime accomplishments 
railroads and know 


some- 


thing of their advertising policies 


welcome. 


Let me say this as a preface, 
and it has nothing to do with ad- 
vertising. The war job of the 
American railroads is, to say the 
least, outstanding, and I think that 
is recognized generally. Were it 
not for the railroads and their 
almost unbelievable performance 
in the face of unprecedented hand- 
icaps, where would be the war 
effort? I wonder if our critic ever 
stops to think what would have 
happened had the railroads fallen 
down on the job—if the railroads 
and their army of well over a mil- 
lion workers had not been ready 
to meet the gigantic demand made 
upon them by the war. If there 
is one industry that is entitled to 
an “E” award for high achieve- 
ment and a major contribution to 
the successful prosecution of the 
war, certainly the railroads de- 
serve that award. 

So much for the record. Now, 


I want to register a vigorous com- 
plaint against what I consider an 
unfair and wholly unwarranted 
criticism of railroad advertising. I 
have read many, many advertise- 
ments during the past two years 
and have followed many cam- 
paigns closely, most of them deal- 
ing with the war, and I have yet 
to see any other industry whose 
advertising as a whole is as free 
from braggadocian claims, leans 
more to the conservative side and 
sticks more to actual facts than 
the railroads, considering their ac- 
complishments and their actual 
contribution to the war effort. 

If railroad advertising is as our 
critic implies, why have the news- 
papers and magazines devoted 
valuable space to favorable edi- 
torials on railroad advertising at 
a time when newsprint is at a 
premium? Why has the public 
taken time out to write letter after 
letter complimenting the railroads’ 
advertising campaigns? Why is it 
that railroad advertising has been 
recognized by leading journals as 
one of the most outstanding in- 
dustrial campaigns from the stand- 
point of effectiveness and appeal? 


Advertising Age, August 7, 


Why do top government p 
the War Advertising Counci 
many others, compliment th 
roads for their cooperation th 
advertising? Why does one 
ing advertising publication 
railroad advertising near t} 
of all national advertisers 
this is based on the opinio; 
board of leading advertisiny «x. 
ecutives? 

Such a record would in te 
that railroad advertising is y- 
thing but “the most boastful jj, 
tiresome in the business.” | 


not help but feel that our © itjc 
friend is very much in the m > or. 
ity—somewhat like the tw: |fth 
man on a “hung” jury, who pl:iceq 


the responsibility for failur: to 
reach a verdict on eleven stu! 


jackasses. 

R. C. MAcLe.ra: 
Advertising Manager, Bal'j- 
more & Ohio Railroad Com- 
pany, Baltimore. 
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Sen. Wherry Adds Data 


on Promotion Tax 


To the Editor: I wish to ca! 
tention to two errors in a st 


OWA’S luck holds good. 


country. 


Why? Most important, naturally, is the unbeat- 
able stability of 25% of the country’s best black 


earth—the good unfailing earth 


wealth, produced on farms, is spent in urban com- 
cash 


munities—flows through the 


merchants to benefit wholesalers 


turers. 


Thus, price indexes can climb or fall, employ- 
ment figures spiral up or down. . 
and year out, Iowa is at the top in producing new 
real wealth from rain and soil and sun and air. 


Iowa’s chunk of war contracts, though sizable, 
is far less than its average annual farm income... 
still less by far than Iowa’s normal industrial pro- 
duction. No great distortion there to take up when 
| the tension is over. 


7-—R. « T. IOWA 


A STATE-WIDE URBAN MARKET... 
COVERED BY A STATE-READ PAPER 


__ DES MOINES REGISTER and TRIBUNE 


Iowa’s postwar world 
looks to be steadier than anything else in the 


of Iowa. This and bankbooks and head for a home just down 
the road. 
registers of 
and manufac- Wise sales executives are cultivating the s‘able 
Iowa market now. No “out of sight, out of mind” 
for their products when Iowa turns again t. the 
’ paths of peace. 
. but year in 
They are picking the exclusive R & T ( dan 
Iowa market—bounded by the pages of a | ‘pet 
whose readers are the sales prospects that « unt. 
It’s mighty good postwar preparation to _ uild 
good will in R & T Iowa, one of the nation — 20 
top markets now—sure to be one of the ste es! 


postwar areas. 


What a Pleasing Picture 
of a Postwar World! 


Nor has lowa a big migratory population problem 
to unscramble—or finance. Iowa people are work- 
ing in Iowa war plants . 
live on the farm in peacetime, but work in lowa’s 
industries. When the war ends, Iowans can reach 
for their hats, stuff their pockets with their bonds 


you're missing o of 
your 20 top urban m= *!. 
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Nationally represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit. 
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rtising Age, August 7, 1944 


ned Washington, June 21, 
cring in the June 26 issue of 
rising AGE. The head on the 
-yeads: “Bill to Ban Tax on 
F <hers’ Promotion Offered.” 
‘ 7 paragraph 3, the story states: 
igh an earlier circular letter 
olishers failed to turn up any 
Rca where promotion expenses 
x- BB: een challenged by the Treas- 
. » his is incorrect since 


39 


tains a digest and resume of the| desire to send copies to friends or 
month’s advertising and merchan-| associates in the Armed Forces. 
dising news. It is available free,| Address Editor, ADVERTISING AGE, 
in any quantity, to readers who| 100 E. Ohio St., Chicago. 


It also seems to me like a good 
chance for any advertiser or 
agency to do a bang-up public 
relations job on his public rela- 
tionists. A self-administered shot- 
in-the-arm. 

WARREN F. RANDOLPH, 
USMCR, New River, 


then at the close of his letter he 
says, “and keep sending those 
pony editions.” 

He told me that he has thor- 
oughly enjoyed reading them and 
somewhat to his surprise he told 
me that some of his buddies who 
have never been in the advertising 
business also enjoy them. 

F. F. PArsons, 

Ward-Griffith Company, Chi- 


Pfc., 
i Ae ee 


JUST OUT! . 
Nationwide Survey - 
of Reading Habits. 


To the Editor: 


I received today 
te t ; che one thousand or so pub-|4a letter from a young man who| C880. pone free on re 
y who replied to my first| used to be with us and who is now| [Editor’s Note: The Service- : 
nd [ici + letter, eight stated that) jin the Air Forces. In that letter,]men’s Pony Edition of ApDvERTIS- 25 WEST BROADWAY 
n- Wet easury had challenged them|he refers several times to the|1NG AGE is published monthly, in NEW YORK 7, W. Y. 
itic motion expenses. ADVERTISING AGE pony edition and | 84x11” size, eight pages, and con- : 
yr. sraph 9 of this story states: 
fth fe ngs on the issue had been 
‘ed led by the Truman com- 
to fy several weeks ago, but they 
orn fey anceled when the circular 


lett failed to reveal any other 
; ses.” This statement is also 
‘ et. I have no connection 
a wi he Truman committee nor 
q is body scheduled any hear- 
ised on these Treasury rul- 
| ss. The matter from the start has 
a andled by the Senate small 
| ess committee of which I am 
mber. 

s my contention that the rev- 
Be? code should be clarified as to 
F hers’ taxable promotion ex- 
=m Bp . If the rulings now in ex- 
! istence are binding, why have they 
ay been applied to seven out of 
the one thousand publishers who 
have written me? I am informed 
that many of these publishers have 

had large circulation increases. 

KENNETH S. WHERRY, 
United States Senate, Wash- 
7 ington, D. C. 


, + | 


DEATD 


THEY HUNG THE 


SIGN OUT ON THE 


! 
AA Servicemen’s Pony | COAST AND IN CHICAGO! 


Me § Gets Some Orchids | 


| To the Editor: A short time | 
ie ago I was pleased to have the first | 
™ Bissue of the Servicemen’s Pony | 
m BEdition that Apvertistnc AGE is | FO b OR ( | i 
fe @putting out. 
— My friends in the advertising | ws \_B\__\. \ \_B\_ al oe IL \ OWIN G 
fou mdepartment of bag & ora | _ ; sich — es 
ba Company saw that receive e 
‘amas Biirst issue; however, I notice on ON WJZ A 
ie. your masthead the phrase, ‘“Avail- | 
M able without charge. . .” | ; 
mn. Well, really, it would be swell | oe 
= fit you would put us on the mailing | a 
list and give at least two former | aaa 
Badvertising men a touch of nos- : 
stalgia now and then... @ET 
K. H. LyNGcHEIM, Bs 
Ensign, SC, USNR, Little PS 
Creek, Va. : 


To the Editor: You asked for 
comments on the AA Pony Edi- | 
tion, so here’s a comment, spelled 
o-r-c-h-i-d. 

Swell stuff, good dope! 


and his double-barrel package! 


Makes 


a guy feel that at least one seg- 99 
ment of the world has not gone ce * ? ro \ 
screwball. . S u ywes \ 
My copies come direct from rise ysew : 9? 

roblem @™y favorite agency, Beaumont, eOuit M. “Ho M r\ 

work: Mueller & Sperling, of Reading, Pa. | es ¥ A. Leag G 1:49 P. Pe 

f folks | 6 {tO > st N 

lowa’s 
whe | ALF-HO : ee 
r | ynds “ 


‘ude THE PACKAGE with a waiting SUNRISE SALUTE It’s provocative and has the ad- 
I = list of sponsors in two of Ameri- is an hour of music and chatter ed salability of having products 
t.. the ca’s gre — markets, had its with Galen Drake talking about approved by a picked panel of 
mache van : in the World's anything from De Gaulle to housewives. 
{ -ban chest Market. troubles of tiny tots. THIS CC IMBIN ATIC yN 
1 paper . —_ ae ” mana eee 
008 IFIRST CITY IN SOUTH GALEN DRAKE HOUSEWIVES’ PACKAGE 
" sild TO RECEIVE NATIONAL brings to W JZ one of the nation’s PROTECT l\ ik LE AGUE has a record of over 12% re- 
|, oses most winning personalities and isn’t a typical service program. newals in markets where Galen 
bea dies JAYCEE" HONOR.... voices ... & voice that breeses Drake has been on the air. 
Winston-Salem's Junior Chamber of through an ad lib routine with : FOR COMPLETE DETAILS OF THIS 
merce has just been awarded the the intimacy of an across-the- 770 ON YOUR DIAL TRIED AND TESTED PROGRAM 
n't it, aah A. Marks award which distin- table companion. CALL WJZ OR BLUE SPOT SALE >. 
' juishe: this alert civic organization as | a . a at —— 
baal "Ne oul tanding “Jaycee” chapter in the | wave 2 ra 
pm. ets. at lt is the first time that this | 
ined hed seute te. Metin las YOUR STRONGEST VOICE IN THE WORLD'S RICHEST MARKET 
%. just another sign that Winston- 
salen made up of ACTIVE people 
—_ ‘ nstantly doing things to build 
f Winst Salem. ‘ ‘ ‘ 
2 builders are creating a bang-up [KEY STATION OF THE BLUE NETWORK 


. . today and for the future for 
*'@d. rtisers with a story to tell. 


JOU NAL and SENTINEL 


on-Salem, North Carolina 


ational Representatives: 


ELLY-SMITH COMPANY 
—Radio Station WSJS—NBC 
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It’s this: The Sun, newest of Chicago newspapers, 

offers advertisers a new and highly responsive 

market. Advertisers now find a new newspaper 

“buy” in Chicago, for — 

— You need The Sun in any newspaper combina- 
tion to cover Chicago completely, economi- 
cally and efficiently. 


-— With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


THE CHICAGO SUN 


400 W. Madison St., Chicago - 250 Park Ave., New York 
National Representatives: THE BRANHAM COMPANY 
CHICAGO: 360 N. Michigan Ave. - NEW YORK: 230 Park Ave. 


Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Angeles 
Memphis, St. Louis, San Francisco 


3 Advertisers Run 
Drives to Recruit 
More Negro Nurses 


New York, Aug. 3.—To enlist 

|/more Negro women in the Cadet 

Nurse Corps, relieving Negro 
"a 


|nurses for military service, three 
(large advertisers recently have 
| started campaigns in Negro news- 


| papers, in cooperation with Inter- 


state United Newspapers, Inc., 
publishers’ representative in this 
field. 

Pepsi-Cola Company began a 


campaign on this theme in 65 | 


Negro newspapers in April, and is 
running 200-line insertions every 
week through October. Pepsi- 


Cola’s series is being placed direct. | 
On July 22, Schenley Labora- | 


tories, which recently started 
large-scale advertising of Peni- 
cillin Schenley, launched a six- 
week campaign, through Biow 
Company, in 102 Negro newspa- 
pers in all states except Kansas, 
Oklahoma and Mississippi. The 
Schenley series may be followed, 
next month, with larger insertions 
on the Cadet Nurse theme. 

Last week International Cellu- 
cotton Products Company launched 
what is said to be its first cam- 
paign in the Negro press, with 
1,000-line insertions for Cadet 
Nurses in New Orleans, Norfolk, 
Richmond, and Washington, D. C., 
through Foote, Cone & Belding, 
Chicago. This campaign will be 
expanded to cover the 20 markets 


where hospitals equipped to train | 


Negro nurses are located. 
All advertisements of these ad- 


ae ss 


- 


Green gold... . not just the basis of a lawn 


or a base for a golf ball, but national resource 


No. 1, responsible for more Westward emigration 


than Sutter’s gold... Now the current agricultural 


revolution re-discovers new values, virtues, strains 


to city dwellers... Lespedeza, Ladino, Fescue, bromes, 
vetches, Sudan, redtop, birdsfoot trefoil, bluestems ... hold 
new hope and profit for farmers... Antidote to 


erosion, soil restorer, prime source of proteins plus 


vitamins A, Bi, D,G... grain saver, cutting the cost 


of beef, milk, mutton, pork... superior poultry feed 


when silaged with molasses, best potential profit crop 


on the best land—GRASS! 


New strains, seed combinations, new techniques 


of planting, grazing, harvesting are under test in the 


agricultural colleges, experimental stations, thousands of 


pasture lots... the widest research in history, exceeding 


in scale and significance any single industry effort! ... 


Reported regularly by SuccessrFuL FArMinG is the new 


saga of grass as prime business news for the nation’s most 


progressive farm group... for the profit of 42% of the 


farmers in the thirteen Heart states plus Pennsylvania 


and New York... farm families with better land, better 


brains, better diversified production, largest investment 


and cash income of all US farmers! 


Free from many urban expenses, major sustenance 


well secured, this SF audience has a larger margin for spending 


or saving than most high-bracket urban incomes, represents the 


best ‘“‘class’”? market in the world today! ... Exclusive 


medium to much of it, major medium to most of it— 


SUCCESSFUL FARMING is an influential, productive and 


direct approach to volume sales and to potential 


profits that intelligent management cannot longer 


ignore. Superlative statement? Ask for supporting—and 


surprising—evidence! . 


. . SUCCESSFUL FARMING, 


Des Moines, New York, Chicago, Atlanta, San 


Francisco, Los Angeles ee 


to earn 
profession 


AIDS NURSE CORPS—Latest ad in the 
series running, in Negro newspapers to 
promote enlistments of Negro sirls jn 
the U. S. Cadet Nurse Corps ‘s thi 
1,000-line copy contributed by Inter. 
national Cellucotton Products Co. 


vertisers are illustrated with Ne. 
gro subjects, and stress the dig- 
nity of the nursing profession, the 
appearance of the Cadet Nurse 
uniform, and postwar opportuni- 
ties in nursing. 

Shortage of Negro Cadet Nurses 
is said to be due largely to racial 
segregation. To avoid the possj- 
bility of refusal at their local hos- 
pitals, Negro girls are asked j; 
the copy to write to New York fo; 
information. 


CADET NURSE PROGRAM 


HAILED AS SUCCESS 

Washington, Aug. 2.—The U. § 
Cadet Nurse Corps has gone ove; 
the top in its first year recruit- 
ment quota, Dr. Thomas Parra: 
Surgeon General of the U. S. Pub- 
lic Health Service, which has 
charge of the program, has re- 
vealed. The agency sought 65,00 
new students and its first-year 
goal exceeded its quota by mor 
than 500, he revealed. 

Paying tribute to the man) 
agencies which cooperated to m: 
the drive a success, the surge 
general also said: “The War Ad- 
vertising Council, the war activi- 
ties committee of the motion pic- 
ture industry and the Office « 
War Information have provide 
recruitment facilities that repre: 
sent a vital contribution to the 
success of the corps. They ma! 
justly be proud of their part 
the support of this outstanding 
war program.” 

The Cadet Nurse Corps wi 
created a year ago under t 
Bolton Act, which authoriz 
expense scholarships in nurse edv- 
cation to qualified women. Th 
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1944 ; ing Age, August 7, 1944 
Adve g 
= orps ,w numbers more than 
f y neluding new recruits and 
. nd third year students of 


who transferred to the 

ring the first year. The 
ea recruitment goal of the 

1} a 125,000. 

bs - WPS Resists All 

&  BEfforts to Delay 


: Reconversion 
= wa-hington, Aug. 3—WPB 
= Te n Donald M. Nelson was 


pak $ ha 

S==5 whos ‘ed to be firm in his inten- 
on to uift the bars on civilian pro- 

= ayction Aug. 15, despite a renewed 

: . | the part of military lead-| 


ynvince Congress and the 


edule. 


that war production is be-| 


mM ry opposition to the im-| 


port Aug. 15 order, the fourth 
apers to Te ond il in a series, had delayed 
> girls in HP the entire reconversion procedure 
Ds is this fol eral weeks before Mr. Nel- 
by Inter con returned from a hospital bed 
sts Co, to e his decision on a clique 
———— fof battling lesser officials. 
vith Ne. For several days now Army offi- 
the dig. MM cials have been warning that sev- 
sion, the fm eral | roduction programs are lag- | 
t Nurse fm ging badly, with potentially dan-| 
portun gerous results at the front. This | 

propaganda campaign was cli- | 
t Nurse maxed yesterday when Lt. Gen.| 
to racia Brehon B. Somervell, chief of the 
e po Army Service Forces, Under Sec- 
cal ho retary of the Navy Ralph A. Bard, 
isked and Manpower Chief Paul V. Mc- 
York fi Nutt held special press confer- | 

ences to drum up the need for a| 

“revival of the urgency we had in | 
AM 1943.” 

Strategy Backfires 

he U.S The strategy in this campaign, 
one ove reminiscent of a similar series of 
recruit- @ conferences last spring when the| 
Parran, same officials were driving for a| 
_S. Pub- national service act, backfired | 
ich has f—badly, however, when British} 
has re- {Prime Minister Winston Churchill | 
nt 65,000 fF stated a few hours later that we} 
irst-year f#¥ “no longer feel bound to deny that| 
by moref#the end of the war may perhaps 

come soon.” 
e man} At WPB, officials who had driven | 
to make @™® back similar military efforts be-| 
surgeon Mhind closed doors, reiterated that 
War Ad-§™#the Aug. 15 order will appear on 
r activi- j schedule, following previous ones 
tion pic- f¥which have already authorized the 
)ffice ¢ unlimited use of aluminum, the 
providec BH production of experimental post- 
t repre = war models, and ordering now of 
1 to the machine tools for postwar use. 
rey may @} The fourth order, considered the 
part inmost important of the series, 
stand allows WPB field offices to author- 


ize production of non-war goods 
whenever manpower, facilities and 
der tl materials are available. 

ized all- As a result of the order, manu- 
eI facturers no longer needed for 
nm. The Mi war 


i Briefalog in the 1945 Elec- 
Buyers Reference to reach 
en who plan, specify, requisi- 
electrical and allied equip- 
More effective; saves a costly 
2 of your own. 1945 edition 

Sept. 15th. Ask nearest 


Briefalog! 


iw-Hill office for information. 


A McGRAW-HILL 
PUBLICATION 


work will be able to market 


any items needed for the domestic 
economy. In administering the 
order, officials have explained, the 
government will not attempt to 
dictate what shall be made, al- 
though a list of the most critically 
needed items is available. 

Most of the items made under} 
the order are expected to be rela- 
tively simple because suppliers of 
important components are still! 
busy with war work. To prevent) 
local pockets of unemployment, | 
however, WPB will urge plants to| 


Bans Middle Commercials|U. S. Time to Compton | 


Local Loan Company, Chicago, | 
has banned all middle commercials 
on its 15-minute news broadcasts 
in compliance with a recent FCC | 
request to eliminate such an- 
nouncements. 


To Klein Institute 


Arthur H. Carter has resigned | 
as general sales manager of the | 


fertilizer division, Canadian In- 
dustries, Montreal, to become gen- 


make whatever they can, when-| eral manager of the Klein Insti- 


ever they can. 


| tute, New York. 


U. S. Time Corporation, Water- | 
bury, Conn., has shifted its ac- | 
count from Maxon, Inc., to Comp- 
ton Advertising, New York, effec- 


tive immediately. The company 
makes’ Ingersoll watches’ and 
clocks, as well as Kalton and 


Alden watches. 
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To Bennett Commodities 


A. Jay Segal has resigned as 
business manager of Federal Pur- 
chasing Record and Sales to be- 
come vice-president and general 
manager of Bennett Commodities 
Corporation, New York, repre- 
sentative for the purchase of gov- 
ernment surplus. 


GIBBONS 


ADVERTISING 


200 BAY STREET 
MONTREAL, WINNIPEG, 


TORONTO, 


KNOWS CANADA 
J.J. GIBBONS 


LTD. 


- TORONTO 
REGINA, 


MERCHANDISING 


CALGARY, EDMONTON VANCOUVER 


A MARKET 


to cultivate now 
for 
postwar sales 


d 


‘ \ 
Mie 


15,560 retail organizations—representing 
individual and chain stores—advertise in The 
Christian Science Monitor. That gives you 
some idea of the importance of the Monitor 
market in the eyes of the retailer—the man 


who sells your product to the ultimate con- 


sumer, 


In the Monitor’s columns you find the 


advertising of the cream of the department 


Stringen 
To Put Men 


store field—808 stores by actual count—plus 
2908 clothing stores, 1325 home furnishing 
dealers, 1780 food retailers and others. All 


years or more and have 


reader loyalty. 


have come through the war years successfully 
and are ready for big things ahead. Most of 


them have used the Monitor consistently 5 


seen real evidence of 


the Monitor’s influence, prestige and unusual 


By including the Monitor now in your 


tor market. 


THE CHRISTIAN SCIEN 


BOSTON Faipay. Jt NE 2 1 


UNR 


—_— Fifth Army Cuts Nazi 
Peak Air Blows Hit 
RA Funds Pz 


2 Biota 


postwar promotion plans you will contact 
this group of substantial stores and their 
Monitor customers. Our nearest office will 


gladly supply further details about the Moni- 


One, 


London, 


An International Daily Newspaper 


Published by 
The Christian Science Publishing Society 
Norway Street, Boston 15, Massachusetts 
BRANCH OFFICES: 
New York, Chicago, 
Kansas City, San Francisco, Los Angeles, Seattle, 


Detroit, Miami, St. Louis, 


Geneva, Sydney 
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42 
Postwar Booklet 


In a _ recently-distributed 32- 
page illustrated booklet, civic or- 
ganizations of Garden City, L. L., 
set forth factors aimed to interest 
prospective residents in the com- 
munity. The launching of a post- 


| with plans for 


Aiming 


| war promotion drive now ties in | 


a 


| celebration in September. 

to prove that Garden 
City is “an outstanding achieve- ties, shopping area, and municipal 
ment in gracious living... 
wealthy man’s town .. 
ing and providing a wealth of fine! within the village. 


living,” the booklet gives statistics | 
birthday | concerning transportation facili- 
ties, valuation of real property, 


| education, recreational opportuni- 


75th 


government. Included also is a 
map outlining all unoccupied areas 


nota 
. but offer- 


Do you know HYGEIA'S 
great pull with Health-Minded 


More than 
75,000 
Health-Minded 


Families 


More than 
25,000 Schools, 
Colleges and 
Health Groups 


Vore than 
1,000,000 
Readers in 
Doctors’ offices 


What an Advertiser Says: “HYGEIA has 
proven one of our most profitable mediums 
for advertising. We keep an accurate rec- 
ord of the returns from all our advertising. 
and the cost of selling through Hygeia was 
$1.13 less than the average cost for all the 
national publications in which we adver- 
tised.” 


THE HEALTH MAGAZINE of the AMERICAN MEDICAL ASSOCIATION 


— 
STR 


NORT & DEARBORN 


EET . CHVPCAGO £6, ELLinots 


Readers? 


Says one of Hygeia’s 75,000 Home Readers: 
“Since HYGEIA is one of the best magazines 
of its kind published, I think it should be in | 
every home today. I read it from cover to cover 
—even the advertisements.” 


Says a teacher in one of the 25,300 Subscribing 
Schools, Colleges and Health Groups: “I teach | 
health, and HYGEIA is a reliable source of ref- | 
erence. The advertisements, also, are used by | 


my classes.” 


Says a physician whose office is one of 17,000) 
doctors’ offices where HYGEIA is read each 
month by waiting patients: “As a mouthpiece | 
to the public, containing accurate information 
of great value in the matter of public health, | 
HYGEIA has no competitor.” | 

| 
HYGEIA readers are alert, intelligent men and | 
women from better-than-average homes with | 
better-than-average incomes. They buy HY-| 
GEIA because they want health information. 
They find it in the editorial columns and read- 


ily accept it in the advertising pages. | 


HYGEIA’S rates are based upon its net paid | 
circulation, but the advertiser receives COVER- 
AGE PLUS 


month in doctors’ offices, from a multiple read- 


from one million readers each) 
ership in schools, colleges, and various health 


groups. 


| 
You cannot find a better place for your health | 
story than in HYGEIA, the health magazine of 
the Medical Write us) 


today for more information. 


American Association. 
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PERCENT NEW 
20 10 


PERCENT DISCONTINUED 
10 20 


= ¢ wOUSTRIAL Group ° 
g 
ALL INDUSTRIES paella 
LLC: MINING AND Yin, 
QUARRYING 
Wiis 
MANUFACTURING = 
ZiT TRANSPORTATION AND LAC Rr 
PUBLIC UTILITIES 
Za Ldn WHOLESALE TRADE 
Whit, 
HZ1940 RETAIL TRADE 
MM ios 


ZIZIIZIZZ7ZA_—«F NANCE, INSURANCE, KL 


AND REAL ESTATE 


LL ddd 
SERVICE TRADES 


Willi b, 


944 


1 } j = Mi 
HOW THEY STAND—This Department of Commerce estimate of new and 


discontinued businesses for the years 1940 and 1943, shows the percentace of 
the number of firms operating at the beginning of the year, by industria 


groups. (Story on Page 30.) 


Arvey Promotes Strauss 


poration, Chicago, 


—. 


has been ap- 


pointed midwest sales manager of 

Simeon W. Strauss, former mer-| the Arvey company. Paul Godel 

chandising manager.of the R-V-! continues as Arvey’s genera] ales 
Lite division of the Arvey Cor- | manager. 


' 
i] 


—e , . 
AT TE. 


Contains offices 


doctors 


RIDDER-JOHNS, INC 
Notiona: Representatives 
NEW YORK CHIC aGO 

34] Madisor Axe wrgley Bldg 

ST Paur 
Orsperch Biag 
Newspapers Gert 
Immediate Action 


The Lowry 
Medical Arts 
Building 
in St. Paul 


of 360 


and dentists 


7.000 persons Pass 
through its doors daily. 
Original building, 13 
stories high, completed 
in 1921 Annex, |6 stor- 
ies high. completed in 
1931 


Has garage in connection. 
ost of entire structure, 
2'/2 million dollars. 
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See Quick Action 
) Amend Army 
}/aw on Magazines 


shington, Aug. 3. — With 
- of time on its hands as it 
reconversion legislation, 
ess is expected to act shortly 
e of a number of proposals 
tted this week to re-amend 
idier vote bill to overcome | 
1 Army censorship of maga- 
and books. 
ily had the houses recon- | 
Tuesday when Senators | 
and Lucas, authors of the | 
| law, introduced a bill | 
h apparently opens the way 
unhampered_ circulation of | 
zines in military  installa- 
In rushing forward their 
osal, they “scooped” Senator | 
rt A. Taft, sponsor of the 
blesome provision in the law, 
was reportedly preparing a 
ision to clarify the offending 
guage. 
a result of the Taft amend- | 
allegedly inserted to pre- 
the administration from in- | 
iencing soldier voting, the Army | 
ruled that only 189 maga- 
ines rated as “preferred’”’ may be 
id at post exchanges, or dis- 
tributed in camp libraries or hos- 


pitals. 
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189 on List 


Supporting its ruling, the Army 
asserts that the Taft amendment 
forbids any government agency 
from distributing political propa- 
ganda unless it is desired by the 
soldier. In establishing the list of 
189 approved magazines, the de- 
partment said these publications 
were preferred by soldiers, and 
therefore admissable under the 
law. 

Other magazines, the Army 
said, may not be sold or con- 
tributed to military posts, but 
they may be forwarded to indi- 

lual soldiers on request. 

The Green-Lucas proposal, re- 
turning to the original intent of 
the Taft amendment, proposes 
that the government may not 

distribute any government-spon- 

sored publication, broadcast or 
film when it contains political 
propaganda “obviously designed 
to affect the result of any election 
for President, Vice-President, 

Presidential electors, or member 

of the Senate or House of Repre- 

sentatives.” It also requires that 
equal broadcast time in rebroad- 
casting overseas must be given 

each political party which has a 

candidate in at least six states. 


Makes Capital of List 


Green and lLueas_ introduced 
their bill Tuesday admittedly in 
an effort to head off any proposal 
from Senator Taft. The latter 
was said to have drafted a new 


To Women While 


Chey're Young 


by GIRD SCOUTS 
4th Street, New York 17 


& 


ong with us! 


225,000 ABC! 


ER OF THB YOUTPR GRO 


amendment which would soon be | consultant, 


approval. 

Meanwhile at least one maga- 
zine on the “preferred” list was 
exploiting its status by advertis- 
ing that it was officially declared 
to be “preferred’”’ by soldiers. The 
preferred list, the War Depart- 
ment said, was based on a poll of 
soldier reading likes and dislikes. 


| 


been named ajand other American Home Prod- | food, 
submitted to publishers for their | principal of the firm. He is a spe- | 


ucts subsidiaries. Robert C. Hodg- | packaged drug products. 
cialist in the development of man-|man has been named president. | C 
agement controls. 
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cosmetic and 
Donald 
vice-president in 


household, 


Townley, 


The second company, Home Pro '- | charge of American Home Prod- 
| ucts International Ltd., will handle | ucts’ foreign division, is president 


American Home Products | export sales of the corporation’s | of the latter company. 


Forms Export Companies 
To facilitate its postwar expan- 
sion, American Home Products 
Corporation, New York, has 
formed two new companies to| 
handle all of its export business. 


Caruso Promoted 


Wyeth International Ltd., has 

Arthur T. Caruso, for many | been formed to export pharmaceu- 
years a member of the Boston staff | ticals, biologicals and nutritional 
of McKinsey & Co., management 


Are You Interested in the Tremendous Purchases of Catholic Churches, Schools and Institutions? 


CHURCH PROPERTY ADMINISTRATION 


Covers the Field----From Coast to Coast. Published Bi-Monthly at Milwaukee, Wis. 


products produced by Wyeth, Inc., | 


But the pleasure is all Mr. Tycoon’s. 


It means nothing to a trout to 
meet the chairman of the board 
through a Quill Gordon or Royal 
Coachman contact. But it does mean 
something to YOU. 


It’s highly significant that match- 
ing wits with a squaretail or steel- 
head is the chosen recreation of 
Mr. Tycoon. This is the sport of im- 
portant people, of leaders in every 
walk of life. 

And here’s another significant 
fact: these men do more than dream 


about the things they'd like to do. 


Field & Stream’s “Big Fish Contest’”—nou 
in its 34th year—is the angler’s “champion- 
ship event.” Records are made and broken 
repeatedly from year to year in this contest 


—to the intense interest of millions of anglers. 
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They have the means to DO them. 

Sure, they do their share of wish- 
ing — as they comb each issue of 
Field & Stream. 

Right, they make plans, but they 
have the means to translate their 
plans into action! 

Field & Stream is their magazine. 
Field & Stream, with more than 


ielldl &F ' 
treann 
for Chelan 


300,000 quality circulation, is the 
magazine of action for active men. 

Field & Stream influences their 
hunting, fishing and vacation trips 
—stimulates the purchase of a thou- 
sand-and-one things bought and 
used by these men who make up 
the cream of the outdoor market. 

It’s a market that can absorb a 
vast amount of your product! 


FIELD & STREAM PUBLISHING CO. 


515 Madison Avenue, New York City 22 


Over 300,000 of the cream of American 
sportsmen—a richly responsive group—en- 
thusiastically follow Field & Stream—read 
it with religious zeal and thoroughness. 
o « s 
Among sportsmen’s magazines, Vield € 
Stream has been the number one selection 


of advertisers for 34 years straight 
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American Surety 
Starts ‘Sentence 
a Week’ Series 


New York, Aug. 3.—A _ one- 
sentence message a week in five 
New York newspapers will be 
used for a year by American 
Surety Company and New York 
Casualty Company to tell the 


public what insurance “does gen- 
erally” besides paying death bene- 
fits. 

The first copy, running 120 lines 
in two columns, which will be the 
standard size for the whole cam- 
paign, is a simple notice of others 
to come and reads: ‘“Notice—This 
space will be used each week to 
bring you a message about what 
insurance does.” 

According to George F. Ainslee 
Jr., advertising manager of the 


company, the copy in the series is 
designed to explain the benefits 
of all kinds of insurance to the 
public and, in turn, will benefit 
everyone who is in the insurance 
business. 

Newspapers to be used are the 
New York Times, Heraid Tribune, 
World-Telegram, Sun and Journal 
of Commerce. 

Albert Frank-Guenther Law is 
the agency. 


Advertising Age, August 7 


tional wartime causes pub! 
through the War  Adver: 
Council. Material examined 
published in October and No 
ber, 1943, and consisted of a 
tisements one-half page or | 
in 16 national magazines. 
advertisements one-quarter 
or larger in four newspapers 
A total of 5,849 ads were e 
ined by the committee. 
found “a maximum of 80 o 


Few Wartime Ads 


Objectionable, Is 
BBB Conclusion 


ADVERTISE IN 


EWS 


NORTHWESTERN On 


MA 


Royce Appoints Tyson 

O. S. Tyson & Co., New York, 
has been appointed to handle the 
advertising of Royce Chemical 
Company, Carleton Hill, N. J., 
manufacturer of industrial textile 
chemicals and Royox cleaner. 
Business papers, direct mail and 
merchandising helps will be used. 


Leases Building 


Associated Distributors,  Inc., 
Chicago manufacturing perfumer, 
chemist and distributor of Chen 
Yu cosmetics, and Dana and Tabu 
perfumes, has leased a five-story 
building at St. Clair and Illinois 
Sts., Chicago, to house general 
offices and research laboratories. 


CIRCULATION 
THE SWEETESTASTORY EVER TOLD 


1. Just watch an industrial distributors’ salesman 
work sometime, and you'll see why MILL & 
FACTORY —the magazine with distributor-con- 
trolled, not canvasser-controlled, readership — has the 
sweetest circulation story ever told. Starting off from 
his office, after a conference with the sales-wise In- 
dustrial Distributor, the salesman knows just where 
he’s going.... 


2. He knows (he and his more than 1200 col- 
leagues) what plants are “war-babies” ... what plants 
will emerge from war bigger and busier than ever. 
And calling on these plants weekly or oftener, he 
knows just who does the specifying today ... just who 
has the final say on orders in every department. 


3. What's more, he also knows.. 
ture bread 


. since his fu- 
and butter depends upon it...the men 


making the plans upon which tomorrow’s buying will 


be based. Nor does he keep this inside information 
about the executives playing such important roles in 
today’s and tomorrow’s buying to himself! 


om ce 
4. He sends this information right into MILL & 
FACTORY. Why? For the best reason in the world © 
. . because the Industrial Distributor pays for every 
copy sent out, and naturally wants it to go where it 
will do him most good in terms of present and 
future orders. 


, 2 LBrroccer 


5 There! That’s the story of MILL & FAC- 
TORY ’s unique circulation method —the story that 


explains why you can always depend on MILL & | 
FACTORY to give you up-to-the-minute coverage of | 


the men who count in the plants that count, even dur- 
ing the periods of uncertainty and transition that 
accompany and follow in the wake of war. 


Conover-Mast Corporation—205 East 42nd 
Street, New York, 17; 333 North Michigan Avenue, 
Chicago, 1; Leader Building, Cleveland, 14. Duncan 
A. Scott & Co., West Coast Representative, Mills 
Building, San Francisco, 4; Pershing Square Building, 
Los Angeles, 13. 


A CONOVER-MAST PUBLICATION 


Survey Conducted at 
Request of Four A's; 
5,849 Ads Studied 


Cleveland, Aug. 2.—The Na- 
tional Association of Better Busi- 
ness Bureaus revealed this week 
that the recent check-up of war 
advertising, which showed that 
less than 2% of the ads were “ob- 
jectionable,” had been made by 


the BBB’s special war advertising 
survey committee, at the invita- 
| tion of the American Association 
|of Advertising Agencies. 

| Frederic R. Gamble, president 
of the Four A’s, first revealed 
results of the unusual survey at 
the Pacific Advertising Associa- 
tion meeting in Fresno (AA, June 
19), declaring at that time that 
the survey “has been shown to 
Washington authorities and has 
helped materially to reorient their 
thinking.” He also reported that 
the survey was undertaken as a 
result of criticism of certain war 
advertising by the Truman com- 
mittee. 

Allen L. Billingsley, president 
'of Fuller & Smith & Ross and 
‘chairman of the Four A’s board, 
| requested the National Association 
|of Better Business Bureaus to 
|make the survey on Jan. 12, 1944, 
the BBB report says, and a spe- 


| cial committee, headed by William | 


| M. Farrar, Cleveland Better Busi- 


ness Bureau, and consisting en- | 


| tirely of BBB men, undertook the 
task. 


Study 5,849 Ads 


The survey was limited to na- 
| tional advertising with a war con- | 
| notation, but did not include | 
advertising contributions to na- 


tionable advertisements plac: 
31 advertisers, when it a; 
these specific tests for obje: 
able copy: 

“1, Does the advertising u: 
exaggerate? 

“2. In the case of a produ 
service having no clear conn: 
with the war effort, does th: 
vertising ‘trade upon’ the 
theme offensively? 

“3. Does the advertising 
stitute, within the 


knowledge, misrepresentation 
“4. Does it involve a 
appeal? 


“5. Does it resort to over 
tionalism?”’ 


Common Errors Found 


Of the 31 advertisers 


traded upon the war theme « 
sively, 1 misrepresented, 3 
scare appeal, 
over-emotionalism. On the 
hand, 


committe 


ire 


V nose 
» 13 
i 
ffen- 
used a 
and 2 resorted to 
other 
“a number excelled in pro- 


copy was deemed objectionab|: 
erred with undue exaggeration 


vn 
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“700 MILLIONS 
For Post-War Schools 


ARCHITECTURAL MEN 


WILL CONTROL 99% 
For greatest coverage use 


Pencil Points 


GatheMepesios of Archizectvreg 


® boar 


She plans now 
while her man 


With each turn of the 


fights 


lathe and each thump of the 


stamper, women war-workers are approaching nearer to 


the day when “war-slacks and headgear” 
o “house-dress and apron” 


will give way 
Meantime, the nest-ego 


of Victory Bonds and Savings is growing, and plans are 


TORONTO 


New York: DAN A. CARROLL 


taking definite shape for the home that is to be, wher 
her fighter husband returns. These are thouchts tha! 
fill the minds of most women war-workers, and the tim 
to create desire for your product is right now, during th 
planning period Daily newspapers provide the perfec 
medium for this purpose and The Evening Telegram ‘| 
read by a major number of these home - planners ‘|: 
Toronto, who will do the buying when the great day come: 


TORONTO IS A “TELEGRAM” CITY 


Tue Eveninc TEetecraM 


Toronto’s Most Interesting Newspaper 


CANADA 


Chicago: JOHN E. LUT 
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sing Age, August 7, 1944 
. constructive public influ- 


a esult of its study, the BBB 
ee made five recommenda- 
th respect to advertising: 

‘ational advertising with a 
notation should establish 

ly proportioned relation- 
tween the war product or 
advertised, and the war 


itional advertising with a 
notation which seeks to 
a product or service, 
1as no clear connection 
war effort, should do so 
vely. 
ve itional advertising with a 
wal notation should be free 
from (alse, misleading or decep- 
tive statements. 
“«4 National advertising with a 
nnotation should induce 
r understanding and co- 
n. 
Jational advertising with a 
wal mnotation should avoid 
upon’ the suffering and 
es of war to promote a 
t or service.” 


Draws Up Statement 


T committee also drew up a 
statement of six principles which 
it conceives to outline the respon- 
sibilities of wartime advertising: 

‘1. Remind the people of the 
ni ‘s war aims and stimulate 
the morale necessary for the strug- 
gle and the sacrifice. 

“29 Encourage active  nation- 
wide participation in all home 
front activities organized by the 
government. 

“3. Promote public health and 
nutrition education. 

“4. Aid war production by giv- 
ing proper credit and a vital sense 


L’Orle Expands 
to 35 Papers for 
Moulded Lor-Odo 


New York, Aug. 3.—Parfums 
L’Orle, Inc. this summer is using 
national advertising for the first 
time for Lor-Odo, new type de- 
odorant, perfected after four years 
of research by A. T. Levy, presi- 
dent of the company, and tested in 
a few markets last year. Full 
pages in color are appearing in 


the home magazine sections of the 
New York Journal-American and 
Chicago Herald-American, month- 
ly insertions are scheduled in The 
American Weekly, and 210-line 
ads in 32 newspapers throughout 
the country. 

New, because “it’s moulded,” the 
deodorant is manufactured for 
both women and men. Copy 
stresses the ease with which it can 
be applied “without fingernail 
mess” because “your fingers touch 
only the box.” Agency is L. H. 
Hartman Company. 


Arnott to Ronalds 

S. K. Arnott, formerly head of 
his own public and industrial rela- 
tions firm, has joined Ronalds Ad- 


say 


45 


vertising Agency, Toronto, as an 
account executive. He was pre- 
viously in the Canadian offices of 
Lord & Thomas and McConnell, 
Eastman & Co. 


Sh 


4dio ang Newspaper Py 
Pebial | 


; blishers 
Advertising Representative 
Cabot St... Portsmouth, uN 


TEVENS | 


of participation to war workers. 

“5. Help guide the nation’s buy- 
ing and consuming habits toward 
§ effective harmony with our war-t 
i time economic program. 

“6. Sustain consumer demand 
for war scarce products, so that 
this demand, thus sustained, will 
help cushion the economic shocks 
of the return to peace.” 


Ts 


ervrel 


' 


Copies of the report have been 
supplied to all Four A’s members, 
and to 2,200 members of the 


boards of directors of the 85 Bet- 


rd $ . . . 
Hter Business Bureaus in the United | 
) States and Canada. 


Auerbach on Own 


| Alfred Auerbach, for the past 
itwo and a half years chief of | 
durable goods pricing for OPA, | 
has resigned to open offices in| 


New York, where he will act as 
merchandising and sales counsel 
to manufacturers in the durable 
}goods field. Mr. Auerbach will 
continue as a consultant to OPA. 
— He was previously editor of Re- 
_— tailing Home Furnishings. 
Jcreaeninagetan i | 
Lyon Names Copy Chief 
William Cayton, formerly copy | 
chief of Picard Advertising, New | 
York, has been appointed director 
of copy and assistant to the presi- | 
dent of S. Duane Lyon, Inc., New 
York. Previously, Mr. Cayton was | 
ith Newell-Emmett Company. 
he 
to 
(ay 
g¢ 
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er 
ha 
m 
th 
ec 
| 
1 
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= Bhi O-ENGRAVERS 


STATISTICS SHOW SOUTHERN WOMENS 
Guy 30% MORE COSMETICS .. . 


Beautiful Southern belles, traditionally known for their 


beauty and charm, are “gilding the lily” in today’s New 
South—because Southern women are the nation’s biggest 
per capita buyers of cosmetics. By their purchases of cos- 
metics, perfumes and toilet water, Southern women are 
building one of the biggest cosmetic markets in the nation. 
Drug store sales in the South have increased 94.3% per 
capita in the last four years—13% more than the national 
average. You'll find your biggest cosmetic market lies in 
today’s New South —a South that is prospering from its 
thousands of new industries and from the development of 
its Own vast stores of natural resources. Whether it’s cos- 
metics or food—jewelry or refrigerators, whatever your 
product, for your best market —look South! 


HOLLAND'S 
he Family Magazine for Southern Families 


TEST TODAY'S NEW 


SOUTH WITH Sag 


HOLLAND'S 
} The Magazine of the NEW South 


52 VANDERBILT AVENUE, NEW YORK 75 EAST WACKER DRIVE, CHICAGO Pes. a 

205 GLOBE DEMOCRAT BUILDING, ST. LOUIS TS i 
West Coast Representative: SIMPSON-REILLY, LTD., RUSS BUILDING, SAN FRANCISCO 
*In proportion to circulation, according to L. M. Clark GARFIELD BUILDING, LOS ANGELES 


Reader Interest Survey. BS ett 


DALLAS 
— 


| TEXAS 


Today, Holland's serves this great South- 
ern market—just as it has been serving the 
South for nearly a half century. Primarily a 
family magazine, Holland's is designed to 


meet the needs of Southern homes. From 


beauty to home building, from gardening 

to fiction, from foods to juvenile depart- / 
/ 

ments, Holland’s is tailored to appeal to all ( 


age groups. That is why 48°° more readers 


read your ad in Holland's than in leading 


national ma gazines!* 
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46 Advertising Age, August ° 944 
Theiss Resigns | 8 afe quantitative standpoints, the agri Pity! bez is, or will be, w: » dey. 
: we ae een ee “aid back reactions of 20 Navy men| ful stuff. 
Arthur W. ‘Ineiss, for 11 years | avy en in . acl Ic ‘in the South Pacific are interest-| Of the 20 respondents, 11} 9, 
sales promotion manager of Ohio} ing, and perhaps of some signifi- | that home-front morale is ; a 


National Life Insurance Company, | 


C ti } ate ig 4 4 . cance | think it is fair, = 3 thir 

incinnati, has resigned. s fu- ! ce. : bs: bad: but only 5 think the ; 

ture plans are unannounced. k Ad t Sixteen of the 20 officers and|~— ae yes ‘ 
pie -ssanm a ]@ ver isin UIZ men found something objection- | so aaa al at 
Linge Joins B&B | (Continued from Page 1) and why; and whether he liked or | able in current advertising, and “satisfactory” and 5 call it If. 


=e : most of them found the war ad-|; 2) » 
Arthur C. Linge, former media la two-page letter; (b) a set of 20| disliked each of the 15 advertise- vertising most objectionable. in | 12 


director of Wendell P. Colton | completely filled-out 5-page ques-| ments, and why. general, they found the war too| Plan New Jobs 
Company, New York, has joined/|tionnaires; and (c) a set of 15 , 7 
the space department of Benton | magazine advertisements, to each | 


Asked General Questions much fun in the ads, too bright | That there will be no im: ate 


& Bowles, New York. of which was attached a summary It also asked if the respondent and shiny and starry-eyed. phe eee ee _ ee 
of the reactions noted on the 20)was familiar with advertising’s|1!8 @ typical reaction of one who/| made abundantly clear by th. fac; 


: . . : : hens , Pnwntiian « ror | ‘ ; on: « : 
questionnaires. As Yeoman Rid-|role in helping to win the war,|'eads of familiar ones, Roweres, | Wet only 6 of the 20 ben ei 
dick (in service since January,|and a series of questions such as|@"d may not be hae er ro ee ge —— 
1942, and previously a salesman |“tiow do you feel about conditions| Portant. But their general com- a bedi sf t! emmiwety Say they 
for Gulf Coast Farmer) explains|back home generally?”; “Do you|™ents on advertising are never-|will not. Of the remainder tw; 
it, he “wanted to get something| expect to return to your former theless interesting. Their objec-| were school boys who hope re- 
definite on this for you.” job?”; and “Describe briefly the| tions run like this: turn to —"s = = 
So he plucked 15 full-page ads| kind of America you hope to re- Too Much Exaggeration peovey aa tare Moc ‘Of the 
from the Feb. 19 and April 1 issues} turn to.’ ‘s baa a ; _|P ans So 10Se wh 
lof The Saturday Evening Post, Voted “best 3” among the 15 Capitalization on war and its|expect to get new jobs, 9 antici. 
and then made up a questionnaire | advertisements were pages for | 2Ssociated tragedies. — Also the | pate little difficulty ,in_ finding 
which he circulated among officers | AT&T, Westclox and General Elec- | 8l0rification of the overpaid war|them, while two are doubtt 12 
and men equally, and among those | tric. Voted “most objectionable” | Worker. , _ [expect to find general business 
who had seen combat and those| were ads for Camel, Carrier Cor-|. “Mainly too much flag waving, opportunities good after the w; 
who hadn’t. His questionnaire | poration, and Sealright paper con- | 00 much ‘winning the war alone.’|5 believe they will be “dil 
asked whether the individual) tainers. | Making obviously exaggerated |and 3 are uncertain. 
questioned read advertising while| While Yeoman Riddick’s survey | ‘Claims about the war ae | _Asked | to ee briefly the 
in the service; whether he had|and questionnaire probably fail|°f,@ Product. They all do it.” | kind of ge coh ey hope to re- 
seen advertising which he consid-| short of Galluo and Roper stand-| “Too fantastic. turn to, a avy men indicated 
ered o.jectionable or in poor taste,|ards from both qualitative and| “Over-emphasis that would lead|sharply that home front problems 
5 one to believe each individual| are much in their thoughts, and 
commodity, etc., is single-hand-| that they will take a vital plac 
edly winning the war. Too much|in the political and social c 
|back. slapping in a_ patronizing | 
| sense.” 
“Too much stress placed on| 


Bing the war over 1) LOOK IT UP in 


wn tonige 5 the MARKET DATA BOOK: 


“Advertisement of Spam with a 
letter from a Marine lieutenant 
who praised it. Either he never 
had to eat much of it, or he re- 
ceived compensation for the let- 


tr; 
~ “Almost complete misunder- 
: standing of front line conditions 
YL and of the men who fight there— 
A | makes it look too easy, like enemy 
Jj Ff is a pushover.” 
“Too much exploitation of armed * 
, forces for commercial purposes.” 
: at “Glorifying certain iapacte of CONSUMER MARKETS EDITION 
military life.” * 
“Too far removed from actuali- BUSINESSPUBLICATIONS EDITION 


ties—paints too rosy a picture— 


' , ONLY 
“Home Daily" 
GRIT S hike a Newspapers Cover 


noad Mm A b Ez nofee CO me eg | These Profitable , | 
%¢ | MICHIGAN |. 
Every significant happening on the | 


world’s battlefronts, told to him com- | MARKETS 


pletely, tersely, accurately, through | 
the lively news columns of GRIT. 
That’s one reason why GRIT is the 
preferred publication in the heart of 


There is one way, and only one way. to cover thor- 


Small Town America—GRIT AMERICA, | oughly the areas indicated by the 21 dots shown on this 
a mighty market of more than Michigan map—and that's by using the daily newspapers 
2,000,000 families, living in 15,066 1 Tee cOmNUEINON, 

tonne of lone than 2,800 eensietion. Each of the MICHIGAN LEAGUE OF HOME DAILY 


newspapers represented here has a distinctive field in 


GRITS more than 500,000 weekly which it circulates to practically every family. They are 


circulation includes 1 out of every 5 depended upon for ALL the news, including the most 
Ah significant local happenings. . . . They are, without ex- 
of these families. ception, constantly gaining in circulation, reader interes? 


and prestige. THEY OFFER A GREAT ADVERTISING 
YOU CAN DO A MORE COMPLETE SELLING JOB WITH VALUE FOR YOUR PRODUCT. 


MICHIGAN LEAGUE 
OF HOME DAILIES 


“Lower Peninsula Group" 


Albion Recorder Marshall Chronicle 
rs with more than 500,000 weekly circulation Big Rapids Pioneer Midland News 
i pa Nib Mount Pleasant Times-News 
. eboygan Tribune ; 
at GRIT PUBLISHING CO., WILLIAMSPORT, PA. Coldwater Reporter esol 
¥ Dowagiac News . 
‘+ *® REPRESENTATIVES x Grcad Haven Tribune rare! goa ce 
; vill on urgis Journa 
2 . Osborn, Scolaro, Meeker & Co. and The John Budd Co. al Boa | Three Rivers Commercial 
; lonia Sentinel-Standard Traverse City Record Eagle 
Manistee News-Advocate Ypsilanti Press 
: Represented by SCHEERER & CO. 
35 East Wacker Drive, 441 Lexington Ave., 
Chicago 1, Ill. New York 17, N. Y. 
Phone: STAte 7942 Phone: MUrray Hill 2-2423 
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ng Age, August 7, 1944 


iture. The survey indi- | 
»nusually strong antipathy | 
unions, and a startling | 
f what might be called | 
tive’ political thinking. | 


They Hope to Find 


a | 
e typical excerpts: 
s. A. willing to buy from | 
well as sell abroaa— 
ng to share responsibili- 
international police force 
.g all nations’ security.” 
ntry that still offers the 
, advantages to individual 
th as little governmental 
ice With business as pos- 
without the harness of 
socialism.” 
ind I left, without John 


listic America, both na- 
nd internationally. Busi- | 

labor will stop ‘throat 
nd will cooperate so busi- | 
make a normal profit and 
ve employment at a liv- 


pe. 
America where private 
ent e is healthy and _ inde- 


“main thing I hope to find 
ect and gratitude for what | 
e done for our folks back | 


Unions Take Beating 


America with more states- 
me and fewer politicians. An 
A! ca in which John L. Lewis | 
an his ilk cannot exist. An 
America which will feel happy to 

- a 40-hour week. An America | 
e moral fiber will not permit 
things as black markets.” 

One where I can live in a de- 
cent community among decent 
person To heck with unions, 

e emphasis on initiative of the 
idual, less pampering by the 
vernment.” 

“An America with less selfish- 
ness, more Christianity; less regi- 
mentation, more free enterprise. 
Devoid of such destructive forces 
as John L. Lewis and his CIO.” 

“The kind I left.” 

“Like I left but without unions.” 

“One where hard work, fairness, 
are assured insofar as 
ble. Less government control 
over business. Lift trade restric- 
tions so new ideas can be put to 


ty 
ULILY 


it 
“The kind of America with the 
tolerance, democratic principles 
nd ideals we like to have asso- 
with the term, America. A 


ociety in which we all have 
opportunities, but with enough 


rugged individualism so that those | 
vith marked abilities may develop 
em for the greater benefit of | 
1) 


all 


Major Frank S. Kent 
Returns to Tracy, Kent 


teturning from 26 months of | 
ervice with the Army air forces | 
United States, Africa 
England, Maj. 
Frank S. Kent 
Ss resumed 
he presidency 
of T icy, Kent 
& , New 
York agency. 
M Kent 
Na rved as 
nt of the 
c y since 
1g nd was 
f i leave 


th 
ull 


and | 


nce by Maj. 


, F. S. Kent 
¢ rd_ of | 
in May, 1942, to join the | 


institute Issues 


Roofing Survey 


‘an Zinc Institute, New 
compiled and published 
ehensive study entitled 
ey of Roofing on Farm 
* The survey represents 
on roofing preferences 
of 7,600 farmers in 36 
\ limited number of the 
re available at $1.00 per 
n the Institute’s head- 
60 E. 42nd St., New 


Tal Liberty’ Post 
Hortense Lee 

promotion 

t Publications, 

ointed 

LL berty. 


Aronson, 
manager of 
Inc , nas 
promotion man- 
Previously M 


id been with CBS and 


Chomas. 


British Agency 
Creates Research 
Organization 


London, July 20.—W. S. Craw- 
ford Ltd., one of Britain’s lead- 


ing advertising agencies, has cre- | 


ated a subsidiary organization to 
work alongside the agency and 
undertake industrial research and 
design. The title of the new com- 
pany is W. S. Crawford & Part- 
ners Ltd. 


In a statement explaining the 


launching of the new organiza- 
| tion—a drastic new step in British 
advertising — Sir William Craw- 
ford said, “Since the industrial de- 
sign movement started in commer- 
cial circles, the center of gravity 
is slowly shifting to the profes- 
sional world. Industrial design, 
which has hitherto meant little 
more than ‘streamlining,’ is com- 
ing more and more to mean in- 
dustrial research of a fundamen- 
tal nature. The accent is moving 
from the artist to the highly 
skilled technician. The new move- 
ment must integrate the 
studio with the scientist’s labora- 


tory and workshop.” 

Preliminary research demon- 
strated conclusively, he said, that 
if real progress was to be made 
in the matter of product and pack- 


|ing design—‘‘which will be all im- 


portant in the postwar years—an 
organization sponsored by, yet in- 
dependent from an advertising 
agency, is the best way to deal 
with it.” 


Kennedy Heads Group 


Appointed director of the new 


artist’s .organization is Warnett Kennedy, 


lassisted by Ashley Havinden, 


47 
Oscar Berger, and Roy W. A. Cour- 
tice, as artists; Doctors A. M. J. 


Janser, J. Morris Fleming and Ern- 
est Pollak, in the scientific field, 
and Louis Ososki and Carl Ludwig 
Franck, architects. 


NEED HELP TO INCREASE BUSINESS 
IN LATIN AMERICA? 


American advertising man, speaks Spanish, 
excellent knowledge of business conditions in 
Mexico and Cuba Now handling Spanish ad- 
vertising for American products. No children, 
draft exempt. Work anywhere on worthwhile 
proposition for American company. 
Box 4965, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


BIGGEST 


THE HOME T 
DRAWS THE 


CROWD 


T'S the home-town team that stirs the crowd 


enthusiasm; and it's the friendly home-town 


radio station — a booster for local enterprise — 


that reaches the greatest number of local homes 


and stimulates buying for the local merchant. - 


There are twenty-one home-town teams in The 


Yankee Network league — twenty-one teams 


(or stations) that support and have the support 


Ti RRC ge e poery 
oi a ia Roars 8 oe 
A ey 


of home-town merchants and reach 2,055,010 


radio homes. 


This in a very practical sense is complete cover- 


age of New England's trading areas and buying 
power. Of New England's 8,437,290 population, 


8,377,543 are within the service areas of Yankee's 


twenty-one stations. 


You can't reach so many people, so fast and 


so effectively in any other way. It's your best 


medium for home-crowd appeal. 


THE YANKEE NETWORK 


INCORPORATED 


Member of the Mutual Broadcasting System 


21 BROOKLINE AVENUE 
BOSTON 15, MASSACHUSETTS 


ACCEPTANCE is THE YANKEE NETWORK'S FOUNDATION 


EDWARD PETRY & CO., INC. 


Exclusive National Sales Representative 
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| third place for the first time since | ames Powers Promoted 
Ten-Month War 'the reports ease nD (ie sm) : ramaee J. Powers, formerly com- 
May figure of $246, 37%), all} : : ’ been 
1 317 . atest “’, "| mercial agent for the Railway 
Ads in Dailies _contributed by advertisers or do fo haus ag PB ecto 
| nated By newspapers in & month | istrict manager of public rela- 
Total $47,287,107 | when the reper’ sowed no 80V~ | tions in the northeastern depart- 
ernment expenditure for the pur aa i wales ib sence 
New York, Aug. 3.—From Au-| Pose. ; | Philip O. Lauri ” ae hes been 
gust, 1943 to May, 1944, a total of} For the 10-month period, war) assigned to special duties in New 
$47,287,107 has been spent for war| bonds led 42 reported projects | > 


theme advertising in the nation’s| with pore: ie iL a = Lod 
daily and Sunday newspapers, | OVer-all total of all war them sal : 
with the May heute emounting to | ye 000.080 = pi sk | Telephone’: | FC&B Shifts Two 
2,379,: accordi to the latest | 94,UUY, , ’ : : 
Sccen of Aavertiche, ANPA, re-| third was Red Cross with $2,841,-| C- oy ro rye wane. 
port based on Advertising Check- | 267, and waste paper salvage was|UTer 0° Noote, Tone & We Can, os 
ing Bureau compilations. fourth with $2,225,175. or pT ae to a sauuare 
Of this May total, war bonds ac- Hollywood radio office, and Dave 
counted for $462,209, or 19.4%, fol- Taylor. director of regional shows 
lowed by fat salvage at $266,136, MBS Promotes Two will head a newly established 
vi os — pe men i eto Richard Puff, who returned to| branch production office at 5414 
Armed services recruiting rose tO| niituals research department| Melrose Ave., Hollywood. 
after a leave of absence of a year ——_—_—— 
THIS IS JINX FALKENBERG 2nd a half, has been named man- 
RETTIEST girls in the world | ager of research for the network. 
een women ari children, | APpointed night program  super- 
Practical situations for all | visor for Mutual, sharing his duties 
Od. ie eo ee phot ur adver. | With Floyd Mack and Mel Vick- 
tising and increase its pull. | land, is John R. Newhouse, former 
Saves you hundreds of dollars. | night supervisor of WOR, New| lic 
proofs. No. 10] FREE. No obli-| York MBS outlet, and previously 
pies 10 E. 38th st. | Program director of WSRR, Stam- 
New York | ford, Conn. 


Rejoins Macfadden 


Joseph P. Wiegers, recently dis- 
charged from the Merchant Ma- 
rine, has returned to Macfadden 
Publications, New York, as pub- 
relations manager. Before 
entering the service, he was circu- 
lation publicity director of Mac- 
fadden. 


I 
00 
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Eye * Catchers, Inc. 
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Sounds like slightly screwy 
mathematics, so we’ll explain. 
The voice of station WENR 
reaches well into four states— 
Illinois, Michigan, Wisconsin 
and Indiana. Four states—one 
twelfth of the 48 that make 
up America. 


it’s practically legend to the 
host of new advertisers who 
have come into the WENR 
fold. And as far as we can make 
out, as happy and content a 

list of advertisers who ever 
svoke on the airways. 


But because of the happy 
circumstance of these states 
being thickly populated it adds 
up to 13,000,000 Americans— 
and that’s One-Tenth of 

the Nation. 


Why not? Besides spreading 
its voice to One-Tenth of the 
Nation WENR does so at the 


lowest rate per 1000 families. 


Worth looking into, wouldn’t 
you say? 


This may be news to you but 


Chicago's Basic Blue Network Stction 
890 kc. —50,000 watts—clear channel 


and Operated by The Blue Network Company + Represented Nationally by Blue Spot Sales 
CHICAGO + HOLLYWOOD «+ DETROIT + PITTSBURGH 


Owned 


NEW YORK - 


Advertising Age, August 1944 


Don Roberts, CBS midwest sls. mgr., gave a cocktail party i; n- 


neapolis July 26 in honor of Bob Buckley, assist. sls. mgr. he 
CBS midwest div., and Howard Keefe, who recently joine: ihe 
division to replace Dudley Faust, now in the Marine Corps. A) ny, 


those present were A. E. Joscelyn, genl. mgr., and Al Shee) an, 
assist. mgr. of WCCO, Minneapolis-St. Paul. . . 

Albert W. Little, Cary-Ainsworth acct. exec., has been ; ed 
acting editor of the Iowa Legionaire, official publication 0: ‘he 
American 
Legion in 
that state. He 
was Rollins 
Hosiery ad 
mgr. for 15 
years... 

Samuel 
Duff McCoy, 
of HR. WW, 
Ayer’s public 
relations 
dept., is au- 
thor of “Nor 
Death Dis- 
may,” story 
of what mer- 
chant marin- 
ers and ships 
go through 
in time of 
war. What 
boy wouldn’t ~— 
have enjoyed — 
MecCoy’s 
method of 
obtaining 
much of the 
material 


Ns * 


ADMEN SHAKE—Lynn Werner, newly-appointed advertis. 


first - hand ing manager of Deepfreeze division of Motor Products Co., 
from ships’ gets a hearty handshake from Don Smith, advertising 
captains on_ and sales promotion manager of Wilson & Co., plus a lot of 


presents from the Wilson boys with whom he worked for 
eight years while connected with United States Advertising 
Corp., which handles Wilson advertising. 


shore leave. 

. Douglas 
Saunders, di- 
rector of 
JWT’s London office in civilian life, finds Army life brings him 
closer to company home offices, reversing the customary Army 
trend. He has just become Lieut. Col., at present stationed in 
Washington as a liaison officer to the British Embassy... 

Friends of Don Clark, pub. of Club Management, St. Louis, will 
be glad to see him when he returns from his vacation; reason—Don 
is a rabid camera hound and excels in his hobby. He is in Mexico 
doing his stuff on the famous new volcano, Paracutin, about which 
you’ve been reading. . . There are silver threads among the gold 
now, but Walter Zahrndt of Kelly, Zahrndt & Kelly in St. Louis 


said he didn’t care at an impromptu, but well set up, birthday 
surprise given him by his staff. There were cake and ice cream for 
everyone, and Walter blew out the candles with the customary 
wish... 


Executives of Young & Rubicam gave Raymond Rubicam a [int 
send-off at a farewell party at the Waldorf, with Roy Whittier as 
m.c. Mr. Rubicam was presented with a handsome silver cocktail 
tray engraved with the names of his well-wishers. . 

Blue Network’s sec’y and legal counsel Robert Swezey is the 
proud father of a third child, William Denny Brereton, born July 
27. . . Jimmie McGlone, prewar space peddler for Parents’, is now 
back in New York from Arizona, honorably discharged after tw: 
years’ service as Navy flight in- 
structor for Uncle Sam. Jimmie 
plans to continue in the ‘lying 
field, preferably on the promo- 
tion end of postwar plane :an- 
ufacture. .. 

Lewis Titterton, hea’ 0! 
Compton’s radio dept., is sp:ead- 
ing the news of the arri on 
July 30 of a second son, wis 
Henry. Mrs. Titterton is ‘isi 
Jordan, copywriter at \W Jam 
Esty. .. Schenley Distiller. ‘res 
Lester E. Jacobi and Mrs... ©0! 
have announced the e: 2g& 
ment and coming marriag: ate! 
this month of their daugh' » El 
len to Corp. Walter Sel 
Borden’s safety director | [sa 


G. Quesnel was honored . 31 
for a volunteer safety ca ign 
in- six eastern .states. by re- 


tary of Labor Frances | ns 
The citation was made l 
company’s offices in New rk 
Quesnel is also a regio! z: 
of the dept’s Natl. Con 
Conservation of Manpi 
War Industries. . . 
Fred Seberhagen, 


ia : . mae ae Fe 
Rae ® oa ei as dail ‘ 
SES See ee Pa 


p of 


HAPPY—Sgt. Phil Murphy, who used Seberhagen, Inc., Phila 

to brave the perils of Manhattan streets agency, is handing out @ 

selling advertising for Advertising Age, for the third time. : 

takes time off from even more hazard- brought their new SO! ed 

ous activities to smile cheerily for the fjoward. home from A! 
camera "somewhere in Italy.” Hospital July 31... 1 


day of July was a spec 
casion, too, for Eugene Thomas, WOR (New York) sales n 
marked his tenth anniversary with the station... 
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\dve rtising Age: Please enter my 
bscription for one year and send me a bill for $2.00. 


ame 
ompany —— a cachet oareninasipeanene 


ddress Ne Ee re ee ee 


ADVERTISING PUBLICATIONS, INC., 100 East Ohio Street, Chicago 11 


Promote Selling 
Aid Campaign 


Chicago, Aug. 1.—As part of a 


on 


1) < 


ld 


or 


5, 


O! 


nade available to bakers this fall. 
Desi 


f newspaper advertisements and 
‘al radio spot announcements. 


irketing program, designed to| ; 
1elp the 20,000 retail bakers retain | 
heir wartime sales volume, Chap- 
nan & Smith Company, 68-year | 


tising Age, August 7, 1944 
|campaign is made through a 12- 


; ‘eproduce Full | page brochure, “Men With Plans,” 


P | Sooeae in person to bakers by 

Chapman & Smith salesmen. 
wspaper ages John P. Garrow, vice-president 
'and director of sales for Chapman 


p 3axil Pony & Smith, is the author of the plan. 


MacDonald-Cook Company, Chi- 
land, Ore., Aug. 2.—While | Mac! is the agency. 
are probably hundreds of | 
per pony editions going to | " 
per Overseas, the Oregon-| ‘Times-Union’ Buys Site 
my is unique in that it The Times-Union, Albany, N. Y., 
‘t consist of digests or re- | has purchased the site of the Al- 
of the daily and Sunday|bany Medical College where it 
- but rather is a nearly-| expects to erect a new plant after 
te miniature edition of the | the war. 
circulated paper. 


Hyde Joins BSF&D | Joins 


Leonard F. Hyde, formerly with| John I. Crockett Jr., previously | 


the Detroit office of WPB, and for | chief 


Merit Coil 


expediter for Thordarson 


many years with J. Stirling Getch- | Electrical Mfg. Company, Chicago, 
ell, Inc., has joined Brooke, Smith,| has been appointed sales manager 


French & Dorrance, Detroit, where | of Mer 


it Coil & Transformer Cor- | 


he will make a postwar marketing | poration, Chicago. 


trend study. 


‘Forms New Division | 
Scott to Manage KECA B. F. Goodrich Company of Can- | 


Clyde Scott, for the past six | ada, Kitchener, Ont., has organized 


years sales manager of Stations|a new 
KECA-KFI, Los Angeles, has been! as the 
named station manager of KECA,| sion. 


sales division to be known 
automotive supplies divi- 
R. M. B. Miller, formerly 


now owned by the Blue Network.| manager of Goodrich’s accessory 
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sales, has been appointed manager 
| of the new division, J. F. Horton 
has been named special field rep- 
resentative and W. R. Wilson is in 
charge of sales promotion. 


For Signs of 
the Future 


inusual stunt is shia situ! 
nographing eight complete | 
lumn pages down to| 
size, including the front} ; 
yreign news, sports, per- | 
es, society, a pictorial page, | 
ind the editorial page. On 
there are four pages of | 
and all of the pages which | 
luded carry the ads which | 
ave appeared on them in| 
cular editions, because the 
ers feel that servicemen are | 
much interested in them as | 
_re in the editorial material. | 
practice of pulling a full- | 
newspaper page down to) 
11” ereates some of the small- 
type ever seen by man, but | 


Sabscreplian 


eas | 


iprehensive localized national 


bakery supply house of Chi- 
has prepared a full year’s 
notional plan brochure to be 


gned to start in September, 
campaign will stress the use 


paper copy will be supplied 
» retailer in one- and two- 
1 mat form, carrying all es- 
matter except the retailer’s 
ture. The newspaper and 
campaigns will be supple- 
‘ed with window posters, store 
consumer folders and 
dvertising aids for appeal 
retail customer. 
tation to participate in the 


husband’s place as a syndicated columnist 

If it’s while Henry McLemore is off to the wars. Her 
A TEST column appears three times weekly in The 
OREGONIAN, as it does in many other 

you want... newspapers throughout the country. ¥ Yet, 
vane how do we account for the fact that Jean 


; 


NEW HAVEN 


} The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
3 minimum cost you reach 
irban and suburban popula- 
TION, 


“Independent Survey of Providence Bulletin 


McLemore receives more fan mail from The 
OREGONIAN readers than from any other 
newspaper? Elementary . . 
McLemore! % The OREGONIAN is more 


Gusttidteiinsdinne 


. my dear Mrs. 


of the W 


PORTLAND, OREGON 


REPRESENTED NATIONALLY BY PAUL 


The Answer | is Simple, Mrs. McLemore... 


One Newspaper Always Leads — 
In Oregon, it’s The Oregonian! 


Jean McLemore has been very ably filling her = than a newspaper. 


It is a tradition in the 


Northwest and a part of the life of the region. 
It does not confine its influence to Portland. 
Throughout the state, Oregon people have 
faith in, depend on The OREGONIAN for 
its able news reporting, its forthright editor- 
ial policy. % That’s why The OREGONIAN 
is the only newspaper in this area to reach 
your basic Oregon market—the people who 


live, work, plan and prosper right here in 


the Pacific Northwest! 
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Ten-Month War 
Ads in Dailies 
Total $47,287,107 


New York, Aug. 3.—From Au- 
gust, 1943 to May, 1944, a total of 
$47,287,107 has been spent for war 
theme advertising in the nation’s 
daily and Sunday newspapers, 
with the May figure amounting to 
$2,379,322, according to the latest 
Bureau of Advertising, ANPA, re- 
port based on Advertising Check- 
ing Bureau compilations. 

Of this May total, war bonds ac- 
counted for $462,209, or 19.4%, fol- 
lowed by fat salvage at $266,136, 
or 11.2% of the month’s total. 
Armed services recruiting rose to 


THIS IS JINX FALKENBERG 


RETTIEST girls in the world 

are yours in EYE*CATCH- 
ERS. Men, women and children, 
too. Practical situations for all 
ads 100 new photo subjects 
monthly to pep up your adver- 
tising and increase its pull 
Saves you hundreds of dollars 


Write now for interesting new 
proofs. No. 10] FREE. No obli- 
gations. E 8th St 
10 E. 38t - 
Eye* Catchers, Inc. New York 


| third place for the first time since| James Powers Promoted 


‘the reports were started, with a 
May figure of $246,119 (10.3%), all 
| contributed by advertisers or do- 
|nated by newspapers in a month 
| when the report showed no gov- 
|ernment expenditure for the pur- 


James J. Powers, formerly com- 
mercial agent for the Railway 


|'Express Agency, has been named 


pose. 
| For the 10-month period, war) 
bonds led 42 reported projects 


with $18,698,784 or 39.5% of the 
over-all total of all war theme ad- 
|vertising. Second with over 
$4,000,000 was “Don’t Telephone”; 
| third was Red Cross with $2,841,- 
267, and waste paper salvage was 
fourth with $2,225,175. 


MBS Promotes Two 


Richard Puff, who returned to 
Mutual’s research department 
|after a leave of absence of a year 
|and a half, has been named man- 
|ager of research for the network. 
Appointed night program super- 
| visor for Mutual, sharing his duties 
|with Floyd Mack and Mel Vick- 
| land, is John R. Newhouse, former 
night supervisor of WOR, New 
| York MBS outlet, and previously 
| program director of WSRR, Stam- 
| ford, Conn. 


district manager of public rela- 
tions in the northeastern depart- 
ment in Boston. He_ succeeds 
Philip O. Laurin, who has been 
assigned to special duties in New 
York. 


FC&B Shifts Two 


C. Burt Oliver, assistant treas- 
urer of Foote, Cone & Belding, Los 
Angeles, has been appointed gen- 
eral manager of the agency’s 
Hollywood radio office, and Dave 
Taylor, director of regional shows, 
will head a newly established 
branch production office at 5414 
Melrose Ave., Hollywood. 


Rejoins Macfadden 


Joseph P. Wiegers, recently dis- 
charged from the Merchant Ma- 
rine, has returned to Macfadden 
Publications, New York, as pub- 
lic relations manager. Before 
entering the service, he was circu- 
lation publicity director of Mac- 
fadden. 


= 


Sounds like slightly screwy 


mathematics, so we’ll explain. 


The voice of station WENR 
reaches well into four states— 
Illinois, Michigan, Wisconsin 
and Indiana. Four states—one 
twelfth of the 48 that make 


up America. 


But because of 


circumstance of these states 
being thickly populated it adds 
up to 13,000,000 Americans— 
and that’s One- 


the Nation. 


This may be news to you but 


Owned 


NEW YORK «+ CH 


Chicago's Basic Blue Network Stction 
890 ke. —50,000 watts—clear channel 


the happy 


Tenth of 


it’s practically legend to the 
host of new advertisers who 
have come into the WENR 
fold. And as far as we can make 
out, as happy and content a 

list of advertisers who ever 
svoke on the airways. 


Why not? Besides spreading 
its voice to One-Tenth of the 
Nation WENR does so at the 
lowest rate per 1000 families. 


Worth looking into, wouldn’t 


you say? 


ICAGO + HOLLYWOOD -:- 


and Operated by The Blue Network Company + Represented Nationally by Blue Spot Sales 
DETROIT «+ 


PITTSBURGH 


Advertising Age, August ° 


Don Roberts, CBS midwest sls. mgr., gave a cocktail party in 
neapolis July 26 in honor of Bob Buckley, assist. sls. mgr. | 
CBS midwest div., and Howard Keefe, who recently joined 
division to replacé Dudley Faust, now in the Marine Corps. A 
those present were A. E. Joscelyn, genl. mgr., and Al Shee 
assist. mgr. of WCCO, Minneapolis-St. Paul. . . 

Albert W. Little, Cary-Ainsworth acct. exec., has been n 
acting editor of the Iowa Legionaire, official publication o: 
American 
Legion in 
that state. He 
was Rollins 
Hosiery ad 
mgr. for 15 
years... 

Samuel 
Duff McCoy, 
of N. W. 
Ayer’s public 
relations 
dept., is au- 
thor of “Nor 
Death Dis- 
may,” story 
of what mer- 
chant marin- 
ers av? ale sco= 
go t 
int 
war Postage 
boy ° Will Be Paid 
have by 
Mei Addressee 
met 
obti 
muct 
mati 
first 
fro) 
capté 
shor 


9 Advertising Age 
Saun 100 East Ohio Street 


rec’ 
Chicago 11, Illinois 


Unite 


BUSINESS REPLY 


First Class Permit No. 95, Sec. 510, P. L. & R., 


JWT 
close 
trenc 
Was! 

Friends of Don Clark, pub. of Club Management, St. Louis, 
be glad to see him when he returns from his vacation; reason- 


is a rabid camera hound and excels in his hobby. He is in Mexico 
doing his stuff on the famous new volcano, Paracutin, about which 


you’ve been reading. . . There are silver threads among the 


now, but Walter Zahrndt of Kelly, Zahrndt & Kelly in St. Louis 
said he didn’t care at an impromptu, but well set up, birthday 


surprise given him by his staff. There were cake and ice crea! 


everyone, and Walter blew out the candles with the custo. 


wish... 


Executives of Young & Rubicam gave Raymond Rubicam a [ine 
send-off at a farewell party at the Waldorf, with Roy Whittier as 
‘ktail 


m.c. Mr. Rubicam was presented with a handsome silver coc 
tray engraved with the names of his well-wishers. . . 

Blue Network’s sec’y and legal counsel Robert Swezey 
proud father of a third child, William Denny Brereton, born 
27. . . Jimmie McGlone, prewar space peddler for Parents’, | 
back in New York from Arizona, honorably discharged afte: 


years’ service as Navy flight ! 


structor for Uncle Sam. J 
plans to continue in the 
field, preferably on the p 
tion end of postwar plane 
ufacture. . . 

Lewis Titterton, hea 
Compton’s radio dept., is s 
ing the news of the arr 
July 30 of a second son, 
Henry. Mrs. Titterton | 
Jordan, copywriter at V 
Esty. . . Schenley Distille: 
Lester E. Jacobi and Mrs 
have announced the e 
ment and coming marriag 
this month of their daugh 
len to Corp. Walter Sel 
Borden’s safety director 
G. Quesnel was honored . 
for a volunteer safety ca 
in- six eastern .states. by 
. tary of Labor Frances ! 
Bi The citation was made 
“4 company’s offices in Nev 
i Quesnel is also a regio! 
Ai 
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“ — _ 
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* of the dept’s Natl. Con 


a 
; & 
pa } t gn Conservation of Manp: 
ig SP gle aR Pe se War Industries. . . 
a; a makes t aa a ~ ? ig 
om # kee ~ “tbe ss eS 1 Fred Seberhagen, p 


HAPPY—Sat. Phil Murphy, who used Seberhagen, Inc., Phil; 
to brave the perils of Manhattan streets agency, is handing out 
selling advertising for Advertising Age, for the third time. 
takes time off from even more hazard- brought their new so! 
ous activities to smile cheerily for the Howard. home from A 
camera “somewhere in Italy. Hospital July 31... 17 


day of July was a spec 
casion, too, for Eugene Thomas, WOR (New York) sales nh 
marked his tenth anniversary with the station... 
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Reproduce Full 


i 24x11 Pony 


he nd, Ore., 
re probably hundreds of 


|campaign is made through a 12- : 
| page brochure, ‘““Men With Plans,” Hyde Joins BSF&D 


| presented in person to bakers by 
Chapman & Smith salesmen. : VE 
ewspaper Pages Jenn P. Garrow, vice-president | Many years with J. Stirling Getch- 
and director of sales for Chapman ell, Inc., 
& Smith, is the author of the plan. 
Aug. 2.—While | MacDonald-Cook Company, 


cago, is the agency. 


Joins Merit Coil 


John I. Crockett Jr., previously | 
|chief expediter for Thordarson 
Electrical Mfg. Company, Chicago, 
has joined Brooke, Smith, | has been appointed sales manager 
French & Dorrance, Detroit, where | of Merit Coil & Transformer Cor- 
Chi- | he will make a postwar marketing | | poration, Chicago. 

trend study. 


Leonard F. Hyde, formerly with | 
the Detroit office of WPB, and for 


ie } ee ae 
ny editions going to| ,_. a : Forms New Division 

° ee cr Pyverseas, the Oregon: | ‘Times-Union Buys Site [Scott to Manage KECA = 8. F. Goodrich Company of Can-| 
™ ny is unique in that it} The Times-Union, Albany, N. Y., Clyde Scott, for the past six | ada, Kitchener, Ont., has organized | 
‘ t consist of digests or re- has purchased the site of the Al- years sales manager of Stations|a new sales division to be known | 

ed f the daily and Sunday|bany Medical College where it|KECA-KFI, Los Angeles, has been|as the automotive supplies divi- 
he Ait but rather is a nearly- | expects to erect a new plant after|named station manager of KECA,/sion. R. M. B. Miller, formerly 


miniature edition of the| the war. 


irculated paper. 

7 nusual stunt is performed 
Ay wraphing eight complete | 
lumn pages down to} 
size, Including the front | 
reign news, sports, per- | 
;, society, a pictorial page, | 
nd the editorial page. On| 
sun there are four pages of | 
arom and all of the pages which | 
re uded carry the ads which | 
ive appeared on them in| 
he ular editions, because the | 
ers feel that servicemen are 
much interested in them as 
e in the editorial material. 
practice of pulling a full- 
1ewspaper page down to| 
”" creates some of the small- | 
type ever seen by man, but} 
emen, who presumably have | 
etter than average eyesight ally, | 


ow. don’t seem to mind. Actually, 


No he issue is surprisingly legible, 
tage Stamp Hiiwthough some of the 6pt. base- | 
Necessary ball and sports returns, and some | 
a np yf the agate type in the mail order | 


is, will t S - 
don WPromote Selling & 
Mexico BRA: ae - | & 
‘nic, (Aid Campaign | 
re gold Chicago, Aug. 1.—As part of a 
. Louis omprehensive localized national 
irthday Mmarketing program, designed to 
sam for Mpelp the 20,000 retail bakers retain | 
2am for & 
tomary @poeir wartime sales volume, Chap- 
i nan & Smith Company, 68-year | 
Id bakery supply house of Chi- | 
ba ine Mago, has prepared a full year’s 
ttier a8 MPromotional plan brochure to be | 
cocktall M™made available to bakers this fall. | 
Designed to start in September, | 
is the he campaign will stress the use 
rn July f newspaper advertisements and 
ic now Mecca! radio spot announcements. 
ter tw ewspaper copy will be supplied 
.s ie the retailer in one- and two- 
ight l= BPolumn mat form, carrying all es- 
Jimmie Bie; natter except the retailer’s 
e tlying gnature. The newspaper and 
promo- #@adio campaigns will be supple- 
1e man- ented with window posters, store 
nners, consumer folders and 
of Mp uer: advertising aids for appeal 
s wm the retail customer. : 
sprees Invitation to participate in the 
rl i On 
l, WIS 
i atl 
W illiam If it’s 
ars Pres 
;. Jacobi 
er sage A TEST 
if ater 
hier El , 
you want... 
k 
r | dgat 
y al TAKE 
A ign 
p Sect YEW HAVEN 
} ins 
> the 
w ork The Register is rated* the 
} °? ith test market in the U. S. 
n OT —2nd in New England. With 
( 1 minimum cost you reach 
irban and suburban popula- 
: on, 
“Independent Survey of Providence Bulletin 
1 
\ 


nds, get 
an eyes. 
The small size was adopted in| 
January to replace mailings of | 
egular-size editions which were 
previously going to about 1,000 
ervicemen, and the new size is 
wailed daily in a regular No. 10 
pnvelope. The frequency and | 
peed which the new size makes | 
bossible is given a large share of | 
he credit for boosting the ‘aly 


a little difficult for civil- | 
| 


ation of the pony to 2,800 daily 
and 3.500 Sunday. 


Bakery Suppliers 


now owned by the Blue Network. | manager of Goodrich’s accessory 
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me has been appointed manager 

of the new division, J. F. Horton 
has been named special field rep- 
resentative and W. R. Wilson is in 
charge of sales promotion. 


For Signs of 
the Future 
Look to— 


The Answer is Simple, Mrs. McLemore... 


Xone Newspaper Always Leads — 
In Oregon, it’s The Oregonian! 


Jean McLemore has been very ably filling her 
husband’s place as a syndicated columnist 
while Henry McLemore is off to the wars. Her 
column appears three times weekly in The 
OREGONIAN, as it does in many other 
newspapers throughout the country. ¥ Yet, 
how do we account for the fact that Jean 
McLemore receives more fan mail from The 
OREGONIAN readers than from any other 
newspaper? Elementary ... my dear Mrs. 
McLemore! % The OREGONIAN is more 


Vine cronsiiiiins casei 
pe. PORTLAND, OREGON 
REPRESENTED NATIONALLY BY PAUL 


than a newspaper. It is a tradition in the 
Northwest and a part of the life of the region. 
It does not confine its influence to Portland. 
Throughout the state, Oregon people have 
faith in, depend on The OREGONIAN for 
its able news reporting, its forthright editor- 
ial policy. % That’s why The OREGONIAN 
is the only newspaper in this area to reach 
your basic Oregon market—the people who 
live, work, plan and prosper right here in 


the Pacific Northwest! 
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Department Store 
Profits, Sales at 
All-Time Highs 


New York, Aug. 2.—Abnormal 
wartime buying power and de- 
mand, coupled with restrictions in | 
connection with customer services, 


erating Results of Department and 


Specialty Stores,’ just published | 
by the controllers’ congress of the | 


National Retail Dry Goods Associ- 
ation. 

Based on the reports of 299 de- 
partment and apparel specialty | 


stores, the net profit from opera- | 


tions in the typical store was | 
10.2% of sales in 1943, as com- 
| pared with 7.5% in 1942, 5.1% in 


were controlling factors in pushing | 1941, 2.3% in 1940, and 1.6% in 


total sales and net profits to high 
points last year, according to “De- | 
partment Merchandising and Op- 


WANTED 
ADVERTISING MAN 


large established manufacturing and 
industrial engineering development 
firm in mid-central location wants 
experienced man, 28-40, to assume 
duties as assistant advertising man- 
ager. Starting salary based on expe- 
rience and ability. Reply box 4972 
giving draft status, salary require- 
ments and complete work history in 
first letter. 


ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill. 


1939. Operating expense rate 
dropped to 28.7%. 

There was a marked difference 
in the gain in sales volume re- 
corded by the “downstairs” or 
“basement” as compared with the 
“main store” showing, the former 
reporting a 12% gain as against a 
21% rise for the latter. 

High profits, compared with the 
average department’s results 
(10.2%) were earned by the fol- 
lowing: corsets and brassieres 
18%; fine jewelry, 17.2%; laces, 
trimmings and ribbons, 17.6%; 
costume jewelry, 16.4%; umbrel- 
las, 15.4%; knit underwear, 15.4%; 
silk and muslin underwear, 15.3%; 
/and wash goods and _ linings, 
15.1%. 

Mechanized appliances incurred 
an operating loss of 3.1% of sales, 


1% oF AVERAGE FAMILY 
Buperr ror E.ecrmerry/, 
~ 


Power's average annual revenue per 
domestic customer is less than 1° 


of the average home's annucl yo ogement under State 


ef 
® BUY WAR BONDS FOR VICTORY ee 


PUGET SOUND POWER — 
_& UGHT COMPANY 


COST OF LIVING 32% ~UP 


AVERAGE b 
ELECTRIC BRL - 0.95% 
se 2 — ~d 1940 ) 
ct 
Official! 1943 figures show Puget | 2.3 
Prego: Power ey dewen How ond Forme 


+ Average pert) 


The skill ond experience of the people of Puget 


Power, plus the planning and foresight of man. 
reguianon hove mode this 


Electricity amounts to less than 1% of 
the value of the products in the average 
monvfacturing plant. If electricity cost 
nothing the cost of $100 worth of average 
manufactured articles would be reduced = | 
only 82 « conts 

a Rereee hgeres 


* m our WAR BONDS FOR VICTORY 


EMPHASIZES LOW POWER COST—Puget Sound Power & Light Co., operat- 

ing under constant threat of public operation of the immense power- -producing 

facilities of the Northwest, tells the story of a company “owned and operated 

the American way" in a series of small newspaper advertisements based on costs 
of power to its customers. 


and radios, phonographs and rec- 
ords showed a loss of 1.4%. A 
marked increase in profits was 
shown for books and magazines— 
unprofitable depart- 


ordinarily 
ments—it was pointed out. 


For the trade as a whole sales 
over 1942. The 


increased 17% 
specialty store group enjoyed an 
increase of 20%, whereas the in- 
creases of typical stores in each 
of the department store groups 
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Fort Wayne...iNDIANA'S 2ND 


LARGEST 


MARKET 


"There are a lot of boom towns around over the 


country where things have been very rosy for the 
past 2 or 3 years. What these towns do after the war 
is none of my business —all I know is —I'm staying 
where Iam. I'm mighty satisfied to live and work in 
Fort Wayne. The way things are going here suits me.” 


A REPORT ON FORT WAYNE BUSINESS 


(First 6 months of 1944 compared with first 6 months of 1943) 


INDUSTRIAL EMPLOYMENT 
INDUSTRIAL POWER CONSUMPTION 
INDUSTRIAL GAS CONSUMPTION 
CARLOADINGS (outbound) 

BANK DEBITS . 

POSTAL RECEIPTS 


(Source: The Chamber of Commerce of Fort Wayne) 


The News-Sentinel is delivered by carrier to 97.8% 


of all homes in Fort Wayne 


he News 5-Sentinel 


£ ANE “Good Evening” N. 
FORT WAYNE, INDIANA re 


PRESENTATIVE ALLEN-KLAPP ¢ ; . NEW 


Increase 7.6% 
Increase 4.3% 
Increase 16.7% 
Increase 16.6% 
Increase 25.5% 
Increase 14.7% 


every week day. 


CJ =— DETROIT 


in 1943, 


ranged from 13 to 23%. 

Markon for the typical store de- 
clined from 40.1% in 1942 to 39.9% 
with most significant 
markdown percentage occuring in 
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Roscoe Smith to Heo 4 
New Reliance Depa: nent 


Roscoe H. Smith, forme; e | 
ager of applied engine; ‘ 
Reliance Electric & Mfg. ¢ in & 


Cleveland, has 
been appointed 
to head the 
company’s 
newly formed 
sales promotion 
department and 
to direct adver- 
tising. He will 
be assisted by 
Kenneth F. Er- 
tell, assistant 
advertis- 
ing manager. 
Richard A. 
Geuder, who has been manager 9 
metal industry applicati: Or 
Reliance, will succeed Mr. Smith 
as manager of applied engincerip; 


Roscoe H. Smith 


Willson Appoints 


“I flew right in George Washington Hill’s window” § 


“Brother, he was so surprised 
he let me spiel for a straight half-hour. 


women’s hosiery. Back t 
Willson Products, Reading, Pa 
° ‘ manufacturer of safety goggles 
Ziff-Davis Moves industrial safety devices and Wij]. 
Ziff-Davis Company will move! sonite sun goggles, has appointed 
its New York offices to the Empire| Beaumont, Heller & Sperling §™ 
State building, effective Aug. 15.’ Reading, effective Oct. 2. ESSEN 
ee is ONC 
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SOME MEDIA SELLERS would smoke Famed George Hill personally Be" ° 
opium if it would help them cook subscribes to three. VP’s Paul Bosc 
up a way to crack an American Hahn and Vincent Riggio each ih 
Tobacco list. pays for two. Robert Bar: Se ot 
on Pall Mall, gets one. Sale Mat, 

. ! aus 
Perish the thought! ager Lynch also subscribes |» 0"@ Kno 
Not when they can still keep both Agencyman Emerson Fo. buys ~ 
feet on the ground and use this three. Account Exec Fred \Vake- 
‘straight-as-the-crow-flies” means man sees all five. Radio rector 
of reaching practically every one Ed Cashman pays for thi 
who has a hand in the many- . ched 

ili “ ding of thi ‘ The coverage pattern is unm. 'che 
millioned spending of this top ac- by any other media—o! ony 
count. See for yourself: where near comparable <0! 

No less than 24 marketing men at Even you who know us wo!) i) w! 
American Tobacco, and 101 peo- be pleasantly surprised w)) |)! 
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your WAR BONDS 
must pay for these... 
they don’t grow 
on trees 
Rook tee Attach — Buy More Than Ever Before! 


~ KNOTT HOTELS) 


~~ 


+ 15 Kuert hotels with more than $000 employers 
already serving thesr comatry 1 the Armed Force: 


ESSENTIAL THEMES—This bond copy 

is one of a series of newspaper ads in 

which the services of Knott Hotels are 

minimized in favor of various essential 
war themes. 


nott Hotels Go 
4/]-Out for War 
in Steady Drive 


New York, Aug. 2.—In what is 
probably the only all-out consecu- | 
tive campaign by a hotel group to 
urther the war effort, with little 
rno mention of its own services, 
he Knott Corporation has been 
unning a series of monthly ads 
since March, 1943, in newspapers 
of cities where the 35 Knott hotels 
re located. 


Now in its 18th consecutive 
month, the drive will continue as 
long as Knott considers emphatic 
var theme advertising is essential. 


wo more ads are in preparation 
—one on the infantry and a second 
m the National War Fund. At 
he start of the series last year, 
Knott did mention some of its 
hotels at the bottom of the copy, 
but this idea was subsequently 
eliminated so that present ads 
carry only a banner with “Knott 
Hotels” and a short phrase on the 
number of Knott employes in the 
armed forces. 

Among the government cam- 
paigns Knott has backed are war 
bonds, Food Fights for Freedom. 
Red Cross, V-mail, Wac recruiting, 
and the Merchant Marine. 

According to Moore & Hamm, 
Inc., agency in charge, favorable 
comment has poured in to the 


client on individual ads as well as | 
the series as a whole. War fac-| 
tories have asked for reprints, Wac | 
ficers wanted copies of the Wac | 
recruiting ad for distribution, and | 


advertising executives have asked 
the agency for blowups of specific 
ads suitable for framing. The 
Knott hotels display blowups in 
heir lobbies and supply nearby 


store ith window posters. 


—.... 
e— 
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omewhere There’s A 
Smart, All-Around 


‘ETOUCHER 


who is looking farther ahead 
than next pay-day 


y, he wants to keep on making 
mney, but realizes that his pres- 
k won't last much longer than 
50 he would like to tie up 
tly with a sound, rapidly- 
industrial advertising agency 
in a beautiful small city on 
higan—just three hours from 
where living is a real pleas 
Gre year ‘round. He is the kind 
who would enjoy fishing and 


trips with other members of 
winter sports, too. He likes 
general and makes friends 


Most important of all, he is a 
hanical retoucher! 


ou are that man. If so, this 
in offer you a swell job with 
portunity. And you may have 
e of working on a straight 

on an hourly basis with 
ed minimum. Write us all 
urself and state income ex 
Box 1978, ADVERTISING 
East Ohio Street, Chicago 11, 


Reference Book 


on Reproduction 
Made Available 


Detroit, Aug. 3—An unusually 
complete ‘Reproduction Manual,” 
developed primarily for engineers, 
architects, draftsmen and produc- 
tion engineers, but in many cases 
equally interesting to advertising 
men and artists, has been pub- 
lished by Multi-Color Company, 
reproduction printing organization. 

The manual, some 70 84x11” 


| pages, is divided into four general | parent 
| sections: Originals for reproduc- 
tion; heliographic processes; photo-| graphic processes section and the 
graphic processes; and charts, glos- 


sary and index. 


ardization, production 
media, halftone 


strictions are discussed. 


heliography, 


| Under originals for reproduc- 
tion, transparent originals, stand- 


tions, typescript, artwork, shading 
screen 
printing processes and legal re- 


Tells Photo Processes 
How best to prepare material for 
blueprints, 
process, coloc-direct process, trans- 


reproductions and plat 
| sheets is reviewed in the helio- 


same material on _ reproduction 
| photography, contact prints, spe- 
|cial prints, enlargements and re- 
|ductions, photomurals, photomon- 
tage, photocopies and multypes is 
shown in the photographic pro- 
cesses section. 

The charts and glossary section 
| contains a number of useful scales, 
| inch equivalent charts, area charts, 
proportion charts, printer’s meas- 
ures, marks, type styles, etc. 

The price of the book is $5. 
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Troob-Gordon Backs 
‘Little Folks’ Jewelry 


Using full pages in National 
Jeweler for its Little Folks 
jewelry, Troob-Gordon Company, 
Providence, R. I., has launched a 
campaign through Trajan Studios, 
Providence. 

The company, now owned by 
Mrs. Ida Troob and Louis Gordon, 
was formed recently to carry on 
the business operated for more 
than 20 years as Troob & Degnan, 
manufacturing children’s and wo- 
men’s jewelry. 


SKILL WITH THE HANDS 


ISN’T 


ALL THAT MAKES A CRAFTSMAN 


When you see a sparkling illustration—advertising or otherwise —in your favorite publication; one 


in which skilled blending of many tones and perfect contrast between highlights and shadows give 


the brilliance of life to the subject, you can put that quarter you won on last Saturday's golf match 


on it that a craftsman who knew his tools and how to use them had put his heart into the finishing of 


the original engraving. . . . A lot of time and money-saving methods have made photo-engraving 


as modernly efficient as any other industry, but nothing can and, most likely, nothing will replace fin- 


ishing tcols in the hands of men who are artists by instinct and craftsmen by knowledge, skill and 


experience. ... The fact that Rogers has such men who have lived this art for thirty years and more 


is undoubtedly one reason that their plant is lighted every night and that Rogers-made plates of 


hundreds of advertisers—well known to millions—brighten the pages of every current publication. 


ROGERS ENGRAVING COMPANY 


Mastercraftsmen of Photo-engraving 
Adolph F. Buechele, President 


= 2001 CALUMET AVENUE - 


Phone CAL 4137 - 


CHICAGO, ILLINOIS 
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Elks Get Chance 
to See ‘Inside’ 
Their Magazine 


Chicago, Aug. 2—The wartime 
conference of the Benevolent and 
Protective Order of Elks, “‘the best 
people on earth,” at the Stevens 
Hotel this week gave Elks Maga- 
zine an opportunity to present an 


SEuSSeSsS=s=sc= 


Mahe’ 


Building Products 
A Cee MEN 


Pencil ‘Points 


The Magazine of Architecture. 


unusual type of educational dis- 
play dealing with the mechanics 
of producing a magazine. 

Original designs for covers were 
shown, with each step of the! 
process being shown in the form | 
of cover layouts, engravers’ color | 
proofs and the final printed cover. 
The same treatment was given 
editorial material, edited copy for | 
the printer being accompanied by | 
copy used by artists and layout 
men. 

Osborne B. Bond, business man- 
ager of the publication, said that | 
the display attracted many visitors 
and interested comments, the 
actual processes of magazine pro- 
duction apparently having great 
interest to laymen. 


‘Sunset Cordials 
Begins Campaign 
in September 


Chicago, Aug. 3.—Spearheading 
its campaign with full-color ad- 
vertising in national magazines in 
September, Sunset, Inc., will also 
use substantial newspaper space in 
selected markets, trade publica- 


tions, outdoor posters and car 


cards to promote its line of cor- 


dials. 


| 1894, Sunset two years ago added 
new members to its executive staff 


|and perfected plans for expanding | 


|the business. With new salesmen, 
new jobbers and additional distri- 
utors, the company plans through 
|adequate promotion to make the 
|Sunset name nationally known 

| The new campaign 
| large-scale program undertaken 
|by the company in 50 years of 
|active production as aé_ cordial 
manufacturer. 

Advertising agency for Sunset is 
Al Paul Lefton Company. Edwin 
G. Foreman, Jr., vice-president in 
Lefton’s Chicago office, is the ac- 
count executive. 


KDRO, WENT to Mutual 


operating on 250 watts, 1490 kilo- 
cycles, joined Mutual Aug. 6 as a 
full-time outlet, while WENT, 
Gloversville, N. Y., became an 
MBS-CBS dual affiliate when it 
joined Mutual July 22. WENT 
operates on 250 watts, 1340 kilo- 
cycles. 


“ Skt alas 


Having once learned how to swim, you'll never forget. 


Years may pass but the habit of proper arm and leg coordination 


will return the moment you enter the water. 


Another powerful habit is that exemplified by the 
people of Southern New England. For more than 19 
years, they have consistently turned to WTIC for their 


radio entertainment. 


This habitual listenership is of prime importance to 
national advertisers. It means that there is a waiting 
and attentive audience to receive your sales message. 
It’s a guarantee that your story will be heard. 


Another point to bear in mind is the fact that the | 
people of Southern New England possess an effective 
buying income more than 60% in excess of the national 


average. Convince them of the merits of your product. 


They have the money to buy it. 

For real sales results, get into the habit of using 
WTIC’s 50,000 WATTS to reach the whole of this 
wealthy Southern New England market. 


IN SOUTHERN NEW ENGLAND 
PEOPLE ARE IN THE Aatet OF LISTENING TO WTIC 


Manufacturer of cordials since | 


is the first | 


Station KDRO, Sedalia, Mo., | 
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Aren't You Sick and Tired 


of being asked: 


The question, “DON'T YOU KNOW A WAR'S 
ON?” has been drummed into our ears over the last 
two years until it is sickening, and im fact is « reflec- 
tien on your and our intelligence. Of course, every 
man, woman and child in these United States knows 
we are at war, and if you ask us, we think the vast 
majority of people are not only aware of it, but are 
trying to do everything in their power to bring vic 
tory to our forces. The purchase of War Bonds by 
the masses has been amazing. Men have left lucra 


tive positions to take their places in the production 
line. Women, single and married, have gone to of 
fices and shops, have taken jobs as mechanics, street- 
car motorwomen, taxi drivers and countless other 
jobs. Men and women have forsaken the less impor- 
tant things they have been accustomed to and are 
heading up USO, Red Cross, hospital and other ac 
tivities because they know “A WAR IS ON,” and 
mothers and fathers with heavy hearts have seen 
their boys and girls go imto the armed forces, many 
of whom will never return, because they know “A 
WAR IS ON.” 


So, people are getting pretty well fed up on this 

question being thrown into their teeth on every side 

| by some clerk or waiter or service man or dozens of 
other classes of people who for the most part are 

drawing bigger wages and larger salaries than they 
have ever drawn. Why? Because “A WAR IS ON.” 

| So « lot of people getting paid for rendering some 
kind of service to the public are skating on mighty 
thin ice when they assume by their attitude that only 

| they know “A WAR IS ON,” and on such assump- 
tion excuse themselves for the poor service they pre- 
tend to render. They seem to think that it is per 
fectly proper to see how little service they can render 
how discourteous they can be and how much they 


ice, less courtesy, less value, even though in many 
instances they are getting much more money for it. 


Due to the unusual conditions of « wartime econ- 
omy, it would seem that people would try to do more, 
and do it in & more gracious way, and many are do- 


war scarcity. BUT THIS WAR WILL BE OVER 
SOME DAY. We will return, at least for « season, 
to peaceful pursuits. There is going to be « lot of 
lost motion im this transition. Jobs will be at « pre- 


HULL-DOBBS 


thinks everyone else knows it too. 


Hull-Dobbs, Air 
Caterer, Begins 
National Drive 


Ford Dealer Turns 
to Air Feeding; 
Serves || Lines 


Memphis, Aug. 2.—From Fords 

to flight to food might be one good 
way to characterize the career of 
Jimmie Dobbs of Hull-Dobbs en- 
| terprises, which has just begun an 
advertising campaign in American 
Aviation and 
| will expand its 
| promotion to 
other maga- 
zines shortly. 

James kK. 

| Dobbs, an Ala- 
| bama boy who 
|migrated to 
| Memphis in 
search of a non- 
existent $7-a- 
| week job in a 

pie factory, had 
founded MHull- 
Dobbs Company, along 
| Horace Hull, in 1921, and set up 
|business as a Ford dealer. 


G 


James K. Dobbs 


DONT YOU KNOW A WAR'S ON 


mium sooner or later. There will be millions of sol- 
diers, sailors, WACs, WAVES and war workers, etc. 
who will be looking for jobs and work. There will be 
millions, who are courteous, who will be bidding for 
your business and my trade, and they will get it, too, 
and for the most part. they will get it from those 
who have been taking « holiday on service and polite 
ness and interest in your wants and needs. A lot of 
business concerns and a lot of employees of business 
concerns will have a rude awakening some day soon. 
They will wonder where their business has gone and 
why they can't get jobs. Well, we think that they 
will not need to wonder. All they will have to do is 
think—think and remember that it is because they 

among those who thought that only they knew 
“A WAR WAS ON,” and thought it was their privi 
lege to be curt and short to their customers, guests 
or patrons by the sarcastic question, “DON'T YOU 
KNOW A WAR'S ON?” 


TO OUR FRIENDS 


We are trying to keep these thoughts in mind 
constantly. We are daily telling our organization 
that they should do so. We hope we have succeeded 
to « great extent. One thing we promise you. If you 
call upon us for some merchandise, some service, 
some information, you will never hear from one of 
our organization, no matter what is requested. 


‘DON'T YOU KNOW A WAR'S ON?” 


We may not have what you need or want, but it 
will not be because we are disinterested and inde 
pendent and are trying to throw up that old worn 
and frazzled screen, “DON'T YOU KNOW A WAR 
IS ON?" to hide our apparent independence. Sure, 
we can sell nearly everything we can get now, but 
next year we may be able to get lots more than we 
can sell; that is, if we are NOT interested in you 
today 


We want to assure you this. If the “going” gets 


we were the only organi 
tation that knew “A WAR'S ON” and assumed it 
was our duty to apprise eur every friend and custom- 
er of it. We are trying desperately to do more, and 
do it better than ever before. We are appreciative 
of your consideration of us, and even though we 
may have tried in the past, today we are taking up 
the “slack im the traces” and will redouble our efforts 
to further improve our facilities. Thank you. 


ENTERPRISES 


World's Largest Independent Airline Caterers 
HOME OFFICE. MEMPHIS (3), TENN 


FROM THE SHOULDER—Hull-Dobbs Enterprises knows there's a war on, and 

This full-page newspaper ad, to appear in all 

cities where Hull-Dobbs restaurants are operated, takes the “don't you know 
there's a war on" excuse to task in no uncertain terms. 
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i\the company operates five auto- | 


|mobile agencies—one each in 
Memphis, Minneapolis and Louis- 
ville, and two in Chicago — and 
the Memphis agency for the past 
five years has sold more cars 
and more parts than any other 
|Ford dealership in the world. 
Back in 1936 the future of the 
|}automobile business looked dark. 
| But Dobbs was determined to ex- 
pand. And since there was no 
|room for expansion in the auto- 
mobile business he turned to his 
first love . . . the food business. 


Opens Restaurants 


The first Hull-Dobbs Houses 
were an experiment, placed miles 
apart in Richmond, Va., 
lumbus, O., in order to test out 
the public’s reaction in widely dif- 
ferent sections of the country to the 
out-of-the-ordinary meals Hull- 
Dobbs prepared. How enthusiastic 
was their reaction, may be seen 
in the forty-odd miniature colonial 
dwellings, in white brick with 
green shutters and charmingly 
landscaped 
chains or enclosed in white picket 
fences, that now dot the country- 
side from Massachusetts and Con- 
necticut, down into New York, 
New Jersey and Pennsylvania and 
across the 


and Co-| 


| 


lawns, set off with| 


Alleghanies into Ohio 
' 


and westward up through Illinois, Barges 
Wisconsin and back to Michig 
There are no cashiers 
little establishments to 
Hull - Dobbs Marger 
Houses employ the honor system 
simply drop 
checks and money into the little 
automat cashier at the door. 
Expansion of the Hull - Dobbs 
automatically 
tailed when war was declared. But 
Mr. Dobbs recalled an incident the 
previous year, when he had helped 
an air-sick, frightened stewardes: 
serve lunch on a plane, and when # L 
the food the airline had § 
him had not seemed as good as it 


your money. For 


so patrons 


Houses was 


might be. 


Takes on Air Feeding 
Having previously -left most oi 
the automotive end of Hull-Dobbs 
enterprises in the hands 
while de 
an increasing portion of hi: 
to the food business, 
|decided airlines needed be' 
food, both on the ground and 
and he launched his airlin: 
service by taking over the 1 
lrant at the Memphis mu: 
| airport and serving as 


capable Mr. Hull, 
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+o American Airlines and 
and Southern Air Lines. 
» the unusual food business 
iull-Dobbs Enterprises has 
arves 11 of the 20 major 
including Eastern, Braniff, 
Delta, Pan American, 


obs Enterprises Serve 11 Major Airlines 


oo ated tes 


1 -OORBS ENTERPRISES 


i ee 


Tontinental, Northwest, Pennsyl- 


ran Central, and Trans-conti- 
ental! & Western Air. 
also operates the 


Hu -Dobbs k 
pirport restaurants at Amarillo, 
Birmingham, Chicago, Jackson, 
liss.. Memphis, New Orleans, At- 
anta, Dallas and Wichita, and it 
von’t be Jimmie Dobbs’ fault if 
ull-Dobbs food does not shortly 
become aS nearly synonymous 
vith air transportation as Fred 
arvey has been with western 
ailroad transportation. 


His new advertising campaign 
alls the company “the world’s 
argest independent company 


atering to air travelers,” and with 
he aid of sustained promotion, 
Ir. Dobbs hopes to make it still 
arger. 


Albert Coleman Named 
&M Sales Manager 


Albert W. Coleman, since 1936 
acine Coast manager of Manning, 
| & Moore, Bridgeport, 


Conn., has been 
appointed to! 
the newly cre-| 
ated position of | 
sales manager. | 
Mr. Coleman 
has been with 
the company, 
which manu-| 
factures gauges, 
valves and in- 
struments, for | 
23 years in dif- | 
ferent sales ca- | 
pacities. His| 
leadquarters will be in Bridge- | 
Ort 


E. M. Dunlap, formerly sales | 


A. W. Coleman 


nanager of Ostermoor & Co., | 
sridgeport, has been appointed | 
nanager of distributor sales of 


lanning, Maxwell & Moore. 


anadium Names Hazard 
Hazard Advertising Company, 
ew York, has been named adver- 
‘sing and sales promotion counsel 
Vanadium G@orporation of 


Amer a, New York. 


NY Pa 


SELLING NEW HAVEN'S 


WAR WORKERS 


urnal-Courier goes into war 
by the thousands daily — 
copy read by many, and 
on from shift to shift — 
opy working 24 hours daily 
Ng you coverage of today's 
° ending customers 
: readers daily! 


e 
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JC (RNAL-COURIER 


O'Sullivan Leaves 
Blue, Begins Car 
Cards, Spot Radio 


Winchester, Va., Aug. 2.—O’Sul- 
livan Rubber Company is discon- 
tinuing its first network advertis- 
ing Aug. 5 when it ends 52-week 
sponsorship of Leon Henderson on 
the Blue Network, and is dis- 
tributing the coming year’s appro- 
priation of $400,000 in transporta- 
tion advertising, newspapers, spot 
radio, trade publications and direct 
mail. 

According to Advertising and 
Sales Council, Inc., Ranson, W. 
Va., agency for O’Sullivan, results 
of the network campaign were 
“eminently successful” despite the 
Saturday 6:45-7 p. m. period. The 
company’s slogan, “America’s No. 


1 Heel,” was mentioned by col-| 


umnists throughout the country, 
leading to the formation of a club 
for columnists, members of which 
are entitled to free O’Sullivan 
rubber heels for life. Two an- 
nouncements offering a free cut- 
out children’s toy brought in 
15,000 requests, and an average of 
300 letters a week were secured 
through an offer of copies of the 
broadcasts. 


Time Problem Knotty 


However, the agency reported 
that after months of negotiation, 
no suitable time could be obtained 
on any network, and rather than 
hold on to the 6:45-7 spot, the 
company decided to drop the 
series. O’Sullivan plans to return 
to network advertising and na- 
tional magazines “‘as soon as the 
time and space situation eases up.” 

Present plans call for end and 


center spaces in New York City 
subways, car cards and posters 
from coast to coast. Supplement- 
ing this transportation advertising 
will be newspaper and spot radio 
advertising, extensive trade ads, 
and direct mail coupled with large 
32x44” displays showing “lovely 
girls” and incorporating the slo- 
gan, “I am in love with America’s 
No. 1 Heel.” 


Oxford Launches Series 


Oxford Paper Company, New 
York, is using Fortune and trade 
publications to emphasize the re- 
search background and experience 
of the company in paper making. 
Copy features photographs dem- 
onstrating the ingenuity of paper 
manufacturers in solving war-cre- 
ated problems, and points to post- 
war contributions expected. Ar- 
thur Kudner, Inc., is the agency. 


| 
| 


| 
| 
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Kinsey Names Tarcher 


Kinsey Distilling Corporation, 
Philadelphia, has appointed J. D. 
Tarcher 
handle advertising of its blended 


& Co., New York. 


whisky and gin. 


‘‘No Burton Browne 
client has a com- 
petitor with better 


advertising "’ 


BURTON 
BROWNE 


CHICAGO « DEL. 3800 


YOU CAN BE 


“TOP KICK’ 


IN A MARKET 
OF A MILLION t* 


There is an easy way to get the kind of rating you 
like with the kind of audience you want. Use WFBR 


... with confidence! 


Our solid standing with the Baltimore radio audi- 


ence wasn’t handed to us on a silver platter. 22 years 
of sincere public service did it...and the kind of 


programming that makes Baltimoreans feel that 


WEBR is their own station. 


But that isn’t all... our audience has also come to 
know the station personally. Over 75,000 visit our 


big, comfortable, modern studios every year. No other 
Baltimore station can make this statement ! 


Our public relations job is tops, too. So good that 
Baltimore Radio Editors and “Billboard” magazine 


recently rated us first in Baltimore! Yes, our audience 
believes in us. That is why you can be “top kick” in 
this market of a million... when you use WFBR. 


RADIO CENTRE, BALTIMORE-2, MARYLAND 
NATIONAL REPRESENTATIVE: JOHN BLAIR & CO. 


* ANOTHER GOOD REASON WHY | | EB R IS YOUR BEST BALTIMORE BUY! 
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Names Horton-Noyes 


Horton-Noves Company, Provi- 
dence, R. I., has been named as 
agency for Sponge Rubber Prod- 
ucts Company, Derby, Conn. 


L-O-F Promotes 
Insulated Panes 
tor Home Use 


“Maybe after the war I can 
sing over WEFDF Flint?” 


Cleveland, Aug. 3.—On the 
basis of surveys which show that 
people want larger windows in 
their postwar homes, Libbey- 
Owens-Ford Glass Company has 
begun a promotional campaign in 
}the residential field for its new, 
insulated windowpane product, 
Thermopane. 

Following the second announce- 
ment advertisements in July issues, 
the Thermopane copy, seeking 
the approval of home _build- 
ers, stresses its four important 
features, which are: (1) insulated 
air space between glass layers, (2) 
the bondermetic seal, (3) clear 
vision, and (4) only two surfaces 
to clean. 

Before being introduced in the 
residential market the product 
proved itself in the refrigerator 
field. Thermopane is two sheets 
of glass, permanently sealed with 
an air space between, which fits 
into a modified window sash. 

Home owners are being reached 
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HITTING HARD—Libbey-Owens-Ford 
has swung into a hard hitting, consis- 
tent campaign in home magazines and 
architectural and building papers for 
Thermopane, a patented double-pane 
insulating window pane unit. 


by the company through the use 
of American Home, Better Homes 
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Hospital Management to our department heads icc'tnistraiea tie ‘Poa donate 


promotion. This year, 225,000—two and a 
half miles—of dimes flowed in during a 
single week. 


When that statement is mad 
istrator as outstanding as Docto 


director of the 1,200 bed Unive 


Ann Arbor, Michigan, it is important. It means 
that your advertising in Hospital Management 
is put before supervisors, department heads, 
. specialists of many types in one 


technicians . . 
of the greatest institutions of 
country. More than 18,000 p 


e by an admin- 
r H. A. Haynes, 
rsity Hospital at 


its kind in the 
atients are ad- 


mitted annually to University Hospital, and serv- 


ing that many people naturally 


amount of supplies and equipment. 
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Circulation which penetrates deeply into the 
administrative structure of more than 5,000 hos- 
pitals large and small, means results for your ad- 
vertising. Because 80°/, of our subscribers route 
Hospital Management to department heads, we | 
are able to deliver not only a superb circulation 
but also a strong belief in the vehicle which 


carries your copy. 


Why not get started with a real campaign? 
Let us give you the facts you will need. 
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100 E. OHIO STREET, CHICAGO 11 
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Kind Hearts of Houston 
Respond to Post’s Appeal 


225,000 DIMES 
Buy School Clothes for 
‘Underprivileged Children 


Advertising Age, Augu: 


| 


builders. 


Fuller & Smith & Ross, Cleve- 
land, handles the account. 


Hess & Clark 
Plugs Pan-a-min, 
PTZ for Livestock 


by Dr. Hess & Clark for a new 


a-min and PTZ remedy. 


ing stock. 


& Gardens, House Beautiful,| using a full-page institu: 
| House & Garden, Parents’ Maga-|in the September Countr 
|zine, Small Homes Guide, and|man to tell what the 
about 12 business papers going to|farmer and breeder hay 
architects, lumber dealers, bank-| plished 
ers, insurance companies and|strains of livestock wit} 
Thermopane is also be-|of the research laborato) 
ing recommended to schools and|mentions the use of sult 
hospitals, and to heating, venti-|cals and phenothiazine f 
lating and air conditioning people. | medication. 

N. W. Ayer & Son is th; 


in developing 


Timlin to Branham 


Joseph F. Timlin has 
from the radio depart 
Schwimmer & Scott, Chi 
rejoin The Branham Com 
head of the radio depart 
New York. Evelyn R. 


ploeg, 
Ashland, O., Aug. 2.— August! Frickson as a radio tim: 


issues of some 50 farm and stock] has joined Schwimmer & 
publications have been scheduled] the same capacity. 


formerly with 


campaign of 10-inch ads promot- . . 

ing stock and poultry tonics, Pan- Kindig Promoted 

M. A. Kindig has been a; 
Illustrated in cartoon style with] assistant general manager 

black-and-white drawings by| industrial 

Gutsche, the ads describe the ac-| Williams Company, Cleveland. 

tion of PTZ pellets and powder on} Kindig has had varied indy: 

pasture worms destructive to graz-| experience in the company’s 

cago, Cleveland and Washin 


In addition, Dr. Hess & Clark is! divisions. 


division of Sher 


Ome 


= Drive Since ’38 
Proves Morning Paper 
Following in Houston Homes 


Every year thousands of Houston men, 
women and children bring dimes clear 
downtown to the Houston Post Mile-of- 
Dimes Tent to help buy presentable 
school clothing for under-privileged chil- 
dren. The Houston Morning Post started 
this annual drive six years ago. The Elks 
Club and The Salvation Army supply the 


has long been our custom to circulate s e« e«/|personnel to operate the tent and dis- 


tribute the clothing through the school 
teachers—in private. so that no child will 


This is one of the many examples of 
the way the average Houston citizen re- 
sponds to the Morning Post—one more 
piece of evidence that the Houston Mar- 
ket is different in morning paper reader- 
|ship. The Morning Post is delivered to 
the home, is read at home and stays at 
home—one reason being that, going to 
work is not a paper-reading trip in Hous- 
ton. Consequently, you will find local 
business men, who want to reach the fam- 
ily as a group, buying more advertising 


|in The Post. 


| The only complete market page in 
| Houston appears in The Post. It is the 
only paper offering both Associated and 
United Press Services as well as New 
| York Times and Chicago Tribune Press 
Services. Twenty-five of the most popular 
comics run regularly. The housewife’s 
many interests are treated fully, and The 
Post is strong in Sports. 


Capitalize on The Post’s vast following 
as more and more national advertisers 
are doing. 
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MARKET OF 
FUTURE... 


Already over 1,000,000 


Consumers 


The spectacular gre 


Houston is of long st? 


Every National censu 
1850 has shown an inc 
from 31.5% to as 
111.4%, even during 
sion periods. The 
Market buys over $260 
worth of consume 
alone. And the deve 
of the vast natural © 
requires phenomenal 
ties of capital good 
peace times as well 
times. 

Stake your claim in 
ket of the future now 


Represented by Burke, Kuipers & Mahoney, Inc. 
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jing to reports, General 
poration, Nashville, which 
arman shoes, and Flagg 
Shoe Stores will soon 
chain of women’s shoe 
ndicating another attempt 
the gap between mer- 
men’s and women’s 
ganizations which have 
ssful in selling shoes to 
s have been notable 
because of their scar- 
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Ke oth your eyes carefully 
the co-ops. Spurred by 
‘acks and by the convic- 
their day is coming, they 
ning to hit back, and 
d e July 17 issue of “The 
bone »e Consumer,” published 
‘Consumers Cooperative As- 
ation, North Kansas City, Mo., 
interesting clue to what 
nu | ahead, 
iis biggest of all co-op 
(current circulation 121,- 
)). the usual tone of chiding of 
has been discarded for 
exus blows aimed at busi- 
Typical headlines in this one 
uve: “Twin Cities Spawn New 
x Scheme—Plan Is to Ease the 
rden on Corporations While 
cking Poor”’;““NAM Blasts Heart 
t of OPA Control”; “Life’s a 
sk to Most, but Monopoly Is 
bly”; “Co-ops Girding to Meet 
nslaught of Middlemen”; “This 
What They [“economic auto- 
nts’| Want and Heaven Too!”; 
ankers Get Fat on War, Fight 
duction Credit Associations.” 
% 7 « 
Don’t think the home washing 
bchine people will have every- 
ng their own way after the war. 
mmercial laundries, now hope- 
sly over their ears in work, 
pect to put up a good fight for 
bre and more business. Some 
re already begun the battle, via 
yndicated series developed by 
Pratt, Indianapolis, one 
the ads of which says, “She’ll 
er go back to home washing.” 
* * bi 
ontrary to report, Arthur Kud- 
Inc.—which recently lost 
iminous Coal Institute to Ben- 
& Bowles and Sylvania Elec- 
Products to Newell - Emmett 
1pany—is not likely to lose any 
mre accounts soon. Kudner had 
n reported as losing National 
tillers, 


* * * 
dvertising pops up in strange 
ces. Report of Metropolitan 
ra Association for the fiscal 
r ended May 31, 1944, shows 
me of $148,500 from broad- 
ting, and expense of $40,136 for 
rertising, 

ok oe 
larket research is the order of 
lay. The staid Association of 
berican Railroads has borrowed 
P Ol the editors of Railway Age 
make a study of passenger and 
pper desires, to the end that 
roads may be able to tailor 
r equipment and service to fit 

needs of users. Coupled with 
ent surveys of riders and ship- 


Machinery 


Sth or better among local indus- 
‘res. machinery and machine 
oduction adds to Buffalo's 
iversification and insures 
tion as @ good market. 


‘map showing terriiory, 
ation, coverage, etc. 


Buffalo 


COIURIER 
E<PRESS 


Morning and Sunday 
wspaper in Buffalo 


| 


pers made by individual lines, the 
association move is another indi- 
cation that railroads are departing 
forever from the concept of pro- 
viding a procrustean transporta- 
tion bed to which users are re- 
quired to fit themselves. 


WISH Wins Contest 


Station WISH, Indianapolis, has 
been named winner of the $500 war 
bond award for the Blue Network 
affiliate which offered the best 
cooperation in the recent drive for 
charter members in the “Break- 
fast Club,” Blue program spon- 
sored jointly by Swift & Co. and 
the Kellogg Company. 


Meyer Both Offers 
Public Relations 


the advertiser’s good citizenship, 
as well as in recruiting workers, | 


|improving morale, and increasing 
|employe, customer and stockholder 


|confidence in the company’s poli- 


Advertising Plan 


New York, Aug. 1.—Meyer 
Both Company, in_ cooperation 
with Carl Byoir & Associates, has 
presented to newspapers through- 
out the country a series of local 
advertisements for small business 
firms to use in public relations 
activities. 

The presentation is designed to 
provide newspaper advertising 
men with a tool for introduction 
of public relations advertising in 
quarters where it has not yet been 
tried. 

It explains the value to the 
companies of public relations ad- 
vertising as a means of keeping 


communities constantly aware of 


cies. | 


Kitchener Club Elects 


Walter Baulk, of the News Rec- 
ord, Kitchener, Ont., has been 
elected president of the Kitchener- | 
Waterloo Sales and Advertising 
Club. Others elected are: Fred 
Mann, Ist vice-president; Llew 
Evans, 2nd vice-president; Arthur 
Boegel, secretary, and Vernon 
Schierholtz, treasurer. | 


Promotes Muffin Mix 


Joseph Burnett Company, Bos- 
ton, has started a limited schedule 
of advertising for its Muffin Mix, 
a product developed just before | 
the war. Small newspaper space 


$5 
will be used in areas where dis- 
tribution is being developed. H. B. 
Humphrey Company, Boston, is 


the agency. 


fouhiiti Ware 
<> 


Complete plants in TORONTO - MONTREAL - WINNIPEG 


Extraordinary power takes the familiar bum- 
blebee over a wide area, across fields and hills, 
to every flower that has what it takes to make 
honey. Though “no bigger than a minute,” 
the bumblebee does a tremendous job. 

Power (over three times that of any other 


combination here) 
. and strongest in the receivers of... 


miliar to.. 


makes NERN sstations fa- 


over 8 million New Englanders who have what 
it takes to make sales. 

Top-rated programs (all NERWN stations are 
NBC affiliates) turn this power into a honey- 


gathering proboscis 


for NERN advertisers, 


who find that a commercial message ‘‘no bigger 
than a minute’’ does a tremendous job on 


NO BIGGER THAN A MINUTE 


NERN. A 15-minute daytime period that car- 
ries such a message over the entire New Eng- 


land Regional 


Network costs only $312 at 


the one-time rate. When you buy NERN, you 


buy a network. 


NERN STATIONS 


Watts 
50,000 
5,000 
5,000 
5,000 
50,000 
5,000 
250 


Frequenc y 
1030 
970 
920 
620 
1080 
1370 
1400 


WBZ 
WCSH 
WJAR 
WLBZ 
WTIC 
WFEA 
WRDO 


Boston, Mass. 
Portland, Maine 
Providence, R. I. 
Bangor, Maine 
Hartford, Conn. 
Manchester, N. H. 
Augusta, Maine 


Nationally represented by 
WEED & COMPANY 


New York, Boston, Chicago, Detroit, 
San Francisco, Hollywood 
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Returns to Columbia York, to his former position in | 
Sidney G. Alexander, recently | Charge of national cooperative ad- 
disc harged from the U. S. Mari-|vertising and radio. Mr. Alexan- 


lumbia Pictures Corporation, New | of Weiss & Geller, New York. tatives Available,” 50 cents a li 
cash with order. All other classi 
Y% in., $3.50; 1 to 3 in., $6.50 pe 


~ 


The Advertising Market Place | 


time Service é > > = ar was -evious rice-president | The rates for this department are as follows: “Help Wanted,” 
ice, has returned to Co der was previously vice-presiden “Positions Wanted,” “Representatives Wanted,” and “‘Represen- 


WORKERS SUBJECT TO PRIORITY REFERRALS 


ine, minimum charge $2. Terms 
fications (single insertion rates): 
r inch. 


MUST BE CLEARED BY THE USES OR OTHER 
Noe) WILL THEY BE AUTHORIZED CHANNELS. 
@,@ 


HELP WANTED 


HELP WANTED 


a ibe, GHOST DOLLARS | 21x cuss neso men 


sales and management can stand rigid in- 
spection. 


Positions open from coast to coast. 


IN 194X? phe nae “How to Match Men and Jobe” 


PERSONNEL CONSULTANTS 


‘matching men and jobs’’ 
8 South Michigan Avenue ANDover 3129 


$ The wealth of Pantagraph Land is no wartime boom! The wealth 


of McLean County—the heart of Pantagraph Land—and of the por- CHICAGO | 
tions of the eight rich adjacent counties, that make up this responsive oe ee re sat Mn 
market, is anchored in the soil. 
$ This rich farm wealth of McLean County is no hidden wealth. __HELP WANTED 
You can see the 4,912 farms each representing an average investment COPY CHIEF ‘ 
of well over $36,000—a total of more than $181,800,000 at present Agency food exp. to $20,000 
s . . ADV. MGR.: househld gds, to $15,000 
prices. In the counties surrounding McLean you can see the more Ill COPY WRS. agency exp. to $12,000 
than 4,000 additional farms of Pantagraph Land that are equally rich ART DIR. Agency exp. to $10,000 
-equally productive. Wealth that is here now ... Wealth that will SPACE SALES Chi. terr. to $75,000 
. Il INDUSTRIAL COPYWRS. to $5,200 
always be here . . . Wealth that will be spent—here. IV LAYOUT ARTISTS to $3,900 
: . , . MKT. SSEARCH agency $3,600 
$ The Daily Pantagraph, with 84% coverage of McLean County, ae TRA PROM i agg 
71% coverage of the Primary Trading Zone, stands first—in fact, alone Many other advertising positions 


—in coverage of this constantly wealthy. market. open*for men and women. 

E Fred Masterson 
Sinclair Masterson Personnel 
310 S. MICHIGAN, CHICAGO 


DIRECT MAIL WRITER & IDEA 
MAN 


Large producer handling only top 
flight accounts needs creative man 
with considerable DEALER HELP 
experience, Can afford the best ma- 
ture man available but will consider 
younger man of exceptional talent. 
Such a man could graduate in a few 
years to outside selling at fancy 
earnings. 


Give detailed experience but no 
samples at this time. Location New 
York City. 


Box 306, 159 East 34th St., N. Y. 16, 
SN. 2s 


FREE-LANCE WRITER, male or fe- 
male, to do semi-technical work vg 
BLOOMINGTON. ILLINOIS major oil company in N.Y. 

° pamphlets, booklets, articles that 
Established 1846 | come up on a time-to-time basis. 
Write giving full details about 


Gilman, Nicoll & Ruthman, National Advertising Representatives | yourself and your writing experi- | 


a A " ence. Send samples. 
New York — Boston — Philadelphia — Chicago — San Francisco 30x 4976, ADVERTISING AGE 


330 W. 42nd St., New York 18, N. Y 


SPACE SALESMEN WANTED 
Trade Papers—Magazines 
Chicago-New York Territories 
GEORGE WILLIAMS—Personnel 
209 S. State St.—Har. 2063, Chicago 


FULFILLME NT MANAGER who can 
| organize office systems, write sales 
and adjustment letters, buy print- 
ing. Position with wholesale maga- 
zine subscription agency. State age, 
experience, present si alary 

Box 4981, ADVE RISING AGE 

100 E. Ohio St., Chicago 11, Il. 


TWO OPENINGS 

If you are an advertising man 
trained in advertising practices in 
the durable goods, non-consumer 
field, there may be an opening for 
you in the advertising department 
of a large corporation which has 
two vacancies. These positions are 
permanent in character and for the 
right men provide the opportunity 
for advancement. Those who might 
qualify for these positions include 
men between the ages of 25 and 40 
who have had experience in the 
copywriting and copy preparation 
field on booklets, advertising copy 
and house organs. An engineering 
background would be highly desir- 
able. Some man who for good rea- 
sons wants to make a change in his 
present situation or men returned 
from the service who want to get 
back into this type of work might 
apply. 

Box 4979, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING MAN with accounts 
and contacts for fast-growing rec- 
ognized agency. Splendid opportun- 
ity and remuneration for right man. 

All correspondence confidential. 
Box 4974, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. | 


ADVERTISING SALESMAN or bro-| 
ker to represent designer and manu- 
facturer specializing in Window and 
Counter displays for the apparel, 
cosmetics, pharmaceutical fields. 
ete. Unrestricted choice of east and 
west territory and accounts. Appli- 
cants MUST have experience in sell- 
ing firms with National Distribution. 
Appreciation of fine commercial art 
and a thorough understanding of re- 
tail merchandising problems. This | 
organization in excellent position to} 
service new accounts. 
Display Corp. 
357 KE. Erie 
Milwaukee, Wis. 


For the corporation, 


| business needs. Far re: 
|} tacts. Long record of a: 
| Interested only in perm 
| nection. 


| Do you need a cub copy writer 


confidence to 


Advertising Age, Augus 7 
~ POSITIONS WANT!) 


EVERYBODY IS TA! 
“PUBLIC RELATIO 


ING 


agency or organization 
executive competent § ti 
most of the trend, a wid 
enced counsellor is now 
Thoroughly versed in ind 


Box 4983, ADVERTISI> Cy 
100 E. Ohio St., Chicag 1) 


SALES PROMOTION AGE 
,road merchandising . aT. 
Capable planner, mature sep 
seeks connection with e¢ ! 
portunities. Buc. 0399. 


ATTENTION AGEN 
“RADIO DIREC CTOk 
A sound versatile, thor: 
perienced radio script 
time available for one o1 
tional free lance assignn , 
has had consistent succes W 
ing 15 and 30 minute ori; 
matic shows, real life, war la 
tion stories, sports and ji vie 
Imaginative, cooperative, t 
versed in radio techniqu: 
Box 4985, ADVERTISIN AG] 
100 E. Ohio St., Chicag I 


ALERT ADVERTISING cr. 
What are we waiting fi Ki 


hower is 600 miles from | n 

MacArthur is bombing To} Let 
zo on those post-war mark: Noy 
This aggressive ex-Mari: wi 
plenty of advertising experie; 
seeks connection with w: esta 


lished firm. Address: 
30x 4988, ADVERTISING AGE 
100 E. Ohio St., Chicago Il] 


TRADE PAPER PU BL == RS, 
Chgo. area desires rep’r 

Box 4982, ADVER TISING AGE 
100 E. Ohio St., Chicago 11, I] 


SPACE SALESMAN 
Thoroughly experienced  industriy 
publications. Excellent record 
production and personal reputati 
Wants connection with permaner 
possibilities in Chicago territory 
Draft exempt. 

Box 4971, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. |} 


Well here I am—Army veterar 
years old and I know what it's 
about. 

Box 4970, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. } 


BU SINESS OPPORTUNITIES 


TRADE PAPER WANTE dD 
A reputable company wishes to pur 
chase a trade paper in a field tl 
offers possibilities, providing an ag 
gressive editorial and business | 
icy is adopted. Please respond 


30x 4987, ADVERTISING AGE 
330 W. 42nd St., New York 18, N 


hat you can do about an 
important national asset 


@ Extremely heavy Lend Lease requirements for Vita- 
min A, resulting in War Production Board Allocation 
Order M373, emphasizes the necessity of this vitamin 
to a world at war. 

Vitamin A is an important national asset. The visible 
supply is temporarily short; it must be conserved. It 
must not be wasted. 

For the time being, probably few new products can 
be fortified with vitamin A. But your plans are long- 
range. As you investigate possibilities for future prod- 


uct improvement via vitamin A fortification, | 


invite you to learn the facts 


centrates, the products which we believe to be the fin 


in the field. 


There are definite advantages in using a vit. mil 
concentrate which is notable for stability, for bla .dne 
for accurately stated potency. 

Get your vitamin A fact file up to date. Write | °c04 


plete information about our 


an important national asset. 


DISTILLATION PRODUCTS. INC. 


“Oil-Soluble-Vitamin Headquarters 


Beach Gt ** 


about DPI vitamin A cil 


concentrates of vit) 10: 
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rising Age, August 7, 1944 


Michigan Medics Fawcett Names Editor Aircraft Names Walker 
iu 1g | Elizabeth Bothwell has been John B. Walker. former assist- 
i |named food and household editor | ant to the vice-president of United 
“oonsor Air Show |of Fawcett Publications, Inc., New | Air Lines in New York, has been 
. York, succeeding Pauline Rawley, | elected vice-president in charge of 
For Private Care | resigned, Miss Bothwell has been | sales of Aircraft Accessories Cor- 
‘ t, Aug. 3.—Departing from | assistant to Miss Rawley for the | poration, Kansas City, to work out 
ant standards, “that the past six months, and previously | of the New York office. 
| public may have a more 
e knowledge of the great 


was with American Home. 

ations and tireless efforts of | Wright to ‘Newsweek’ AFA Elects Six 

tors who serve them,” the| Stephen G. Wright, formerly Advertising Federation of Am- 
in State Medical Society | deputy chief of WPB’s printing) erica has elected the following 
ered the field of commercial and paper division, magazine sec-| to membership: General Mills, 
ing via radio. tion, has been appointed executive | Minneapolis; St. Paul Dispatch 
ing the importance of! assistant to Frank Ware, assistant} and Pioneer Press; Look, 
ing the private practice of| general manager of Newsweek.| New York; Wylie B. Jones Adver- 
e and of increasing the use| Previously, Mr. Wright was with| tising Agency, Binghamton, N. Y.; 
:yment medical and hospi-| the circulation and production de- | Lake-Spiro-Shurman, Inc., Mem- 
;, the society is sponsoring} partments of Time, Inc. for eight | phis, and Dixie Advertisers, Jack- 
of five-minute transcribed | years. /son, Miss. 

on twelve Michigan sta-| 


: AGE, 


Inc., 


CHARLES K. JOHANSEN 


New York, Aug. 1.—Charles K. 
Johansen, 72, for 30 years pub- 
lisher of Nordstjerman, only 
Swedish newspaper in New York, 
died today in Memorial Hospital 
after a long illness. Mr. Johansen, 
| a reporter on the paper which his 


father had published since 1874, | 


became the owner in 1901. 


‘FRANK A. EATON 


| New York, Aug. 1.—Frank A. 
| Eaton, 57, for the last six months 
|account executive with Foote, 
|Cone & Belding, died Saturday at 
| his home here. From 1916 to 1924 
Mr. Eaton was gravure editor for 


New York Tribune; in 1925, vice- | 


| president of Underwood & Under- 
wood, photography firm; and a 


57 
year later editor of Sportsman. 
Later Mr. Eaton was associated 


with Stage, American Home, 
Country Life and Cue. In 1942 he 
became advertising and publicity 
director for RKO-Pathe News, 
Inc., a post he occupied until early 
this year. 


EDWARD BAUSCH 


Rochester, N. Y., Aug. 1.—Ed- 
| ward Bausch, 89, chairman of the 
board of Bausch & Lomb Optical 
|Company, died at his home here 
|Sunday. In 1874 he joined the 
company which his father had 
|founded 18 years previously with 
Capt. Henry Lomb, became vice- 
president in 1899 and was elected 
| president in 1926 after the death of 
| his father. 


3-week series, which began | 


. Jul 1, will be heard twice | 
AGI wee on the following stations: | 
“i MawxX Detroit; WJIM, Lansing; | 
GR WI Battle Creek; WDBC, Es- 
Ris ca WOOD, Grand Rapids; | 
Berlin WI Flint; WKBZ, Muskegon; 
oe _ Marquette; WIBM, Jack- 
‘ine, wiilllso VWBCM, Bay City; WSOO, 
riencll G; Ste. Marie; and WHDF, Cal- 
est 
ul 
1G AGE ed “American Medicine,” the | 
lll. Mcketches are dramatized by profes- | 
ERS, reltsional actors and portray historic 
ae episodes in medicine. Closing com- 
‘ Fr Mn mercials of each include the lines: | 
“Led by Michigan, 37 states now 
a justrig pave voluntary prepayment medi- 
record ical or hospital plans developed by 
reputatioal the medical profession and the 
Pe orritedl hospitals. 
“No theoretical plan, sponsored 
‘GAGE and controlled by federal bureau- 
seater erats and paid for by you, should 
yy writ replace the tried and proven sys- 
hat it’ tem of private practice now in 
use 
VG AGE @ Handling the account is the| 
: Chapman Advertising Agency, De- 
NITIES trolt 
NTED a ee 
1es to] ad 4 
“ BVick Will Expand 
siness ] Ss 
snon’ MRadIO Efforts 
NG AGI - - 
«is fin Fall Drive 
Ni York, Aug. 3.—Expanded 
fforts in both network and spot | 
mpadio will feature Vick Chemical 
‘company’s fall and winter cam- | 
mpaign for cold products, said Allan | 
r. Preyer, executive vice-presi- 
ment. On July 2, Vick went on the 
mull CBS network testing a pro-| 
gram entitled ‘Dangerously 
sYours,”’ Sunday 2-2:30 p.m., EWT. 
Spot plans, probably including 
participations and chain-break an- | 
nouncements, have not been com- | 
pleted 
: Vick’s publication plans, Mr. 
Preve 
pame 
1,200 
zines scheduled. Morse Interna- 
tional is the agency. 
Koster Joins WAAB 
H. William Koster, formerly 
Production manager of Station | 
° , KWK, St. Lotis, has been ap-| 
tion, pointed station manager of WAAB, | 
Worcester, Mass. 
n A com 
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Story, Brooks & 


Finley, Inc. 
National 


Representatives 
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<< THE COMPLETE ATTENTION OF THE HUGE DETROIT 
MARKET IS YOURS....15 OUT OF EVERY 24 HOURS 
INTHE DETROIT FREE PRESS 


The Only Morning Paper In This Market of 3,000,000... 


- Detroit works and keeps its finger on the pulse of things, around 
the clock. For 15 hours out of the busy 24... from 7 p.m., when 
the Free Press hits the street, until 10 a.m., when the afternoon 
dailies make their appearance . . . there is only one newspaper on 
the job in this market of 3,000,000. Products advertised in the 
Detroit Free Press are presold on a schedule that stretches twice the 
time your story ordinarily remains fresh in any other newspaper. 
For the kind of preselling job that leads to the “wrap-ups” retailers 
love, do it in Detroit through the pages of the Detroit Free Press. 


7 Che Detroit Free Press 


JOHN S. KNIGHT, PUBLISHER 
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Opens Own Offices 

Harry Kratzer has opened of- 
fices at 505 Fifth Ave., New York, 
under his own name as merchan- 


AS 
POST WAR 
BUYERS 
LINE UP 


Will your products 


be represented in 
this alert medium? 
Reach the key 
men. They are in 
line for Diesel 
Equipment NOW. 


Complete coverage of 
abignewlndustry 


EDITED AND 
PUBLISHED BY 


REX W. WADMAN 
2 WEST 45TH STREET * NEW YORK 19, N. Y 


} an 


dise consultant 
representative. 


and special sales 
He was formerly 
eastern sales director, merchan- 
diser and chief sales representa- 
tive of Rollins Hosiery Mills. 


U. S. Rubber Presents 
Nubun Insulation 

Nubun, a synthetic rubber latex 
insulation for power, lighting and 
communication cable, has been 
developed by United States Rub- 
ber Company. Advertising plans 
have not been formed. 

The insulation, it was explained, 
| will permit design of new types 
of wire and cable. Among quali- 

are fiexibility, im- 


ties cited for it 

permeability to water, laminated 
construction, and ‘“‘perfect center- 
ing of the conductor to produce 
insulated wire of maximum 
conductivity and minimum diam- 
eter.” 


Clark to Stensgaard 


| 


Clinton B. Clark, formerly dis- 
play director and 
for the Boston Store, Milwaukee, 
has been named an account ex- 
ecutive of W. L. Stensgaard & As- 
sociates, Chicago. 


Texaco Renews 


store designer | 


Blue Gets 6-Year | 
Rights to ‘Met; 


New York, Aug. 4.—Exclusive 
rights to broadcast the Saturday 
afternoon performance of the 
Metropolitan operas for the next 
six years by the Blue Network, 
with Texaco Company sponsoring 
the 1944-45 season, were an- 
nounced yesterday in a_ joint 
statement by the Blue, Texaco and 
Metropolitan Opera Association. 

This year will be the fifth con- 
secutive season in which the opera 
broadcasts have been presented by 
Texas Company, and the 14th sea- 
son they have been heard on the 
Blue. Terms of the new contract 
provide options. to Texaco to 
sponsor the feature during the life 
of the Blue’s pact with the Metro- 
politan. Broadcasts, heard at 2 
p.m., EWT, until the end of the 
opera, start in the fall with Mil- 
ton Cross continuing as announcer 


and commentator. Buchanan & 
Co. handles Texaco radio adver- 


tising. 


On Your Cross-Countr sHop.. 
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ROCK ISLAND and MOLINE, Illinois ... DAVENPORT, lowa 


Three good-sized cities . . 


Families in the Tri-Cities spend 23° 


family 


annually 


industries are based on peace-time products with a huge backlog de- 


mand... known as the “Farm Machinery Capital” . . 


capital, too! 

Nearly 60% 
¥ covered without 
Moline Dispatch. 


duplication 


. and 8 smaller ones . 
with each other. forming ONE BIG MARKET . . 


population, plus a rich and prosperous “corn-belt™ rural area, 


industrial payroll totals nearly a 


of Tri-Cities is on the 


more than the 


Illinois side... 


Rock Island Argus 


fully 


by and 


v 100°. of this prosperous market is blanketed by popular 
WHBP. 
oT SLAN xUS 
THE ROCK _ISLAND_ARGUS 
MOLINE DAILY DISPATCH —_ 


ROCK ISLAND AR 


MOLINE DIS 


PA 


. over 200.000 urban 


average Ll. S. 
BILLION DOLLARS 


no reconversion cut-back expected because Tri-Cities’ 


P truly a “sales” 


.. “bumping noses 


BASIC 
MUTUAL . 
NETWORK |. (\ 


Paper Producers 


Ask Further Cuts 


for Graphic Arts 


Can't Supply All 
Demands, They Say; 
WPEB Studies Problem 


Washington, Aug. 3.—Paper pro- 
ducers are increasing their pres- 
sure on WPB to impose additional 
cuts on the graphic arts industries 
during the last quarter ot 1944, 
with a plea to Harold Boeschen- 
stein, director of the forest prod- 


Advertising Age, August 


the printing and publis 
visory groups have yet co 


, the demands. 


ucts bureau, to reduce civilian pa-| 


per quotas to conform 
tions of pulp. 

Asserting that the government is 
now using 35% of paper produc- 
tion, industry members’ unani- 


to alloca- | 


Meetings will be held 
few weeks to study the 


ing situation, but no decisi 
pected for some time. 

In announcing the pa; 
| ducers’ recommendation, W 
that unless the entire indu a 
operates to meet military | e- 
|ments, complete priority n 
will be imposed to insure a *. 
supplies for military and 
civilian users. 

Addressing three paper Ds 
Mr. Boeschenstein warn: fe 
pulp and paper productio; no} 
| keeping pace with the ra in- 
crease in war demands. “] try 
requirements for packagin al 
kinds, as well as increase| ye. 
quirements for nitration: p for 
explosives, special pulps for »jjj- 
tary tires and other militar es 
have increased appreciably ith 
the tempo of war,’ he said 

‘“‘We must step up paper ; uc- 


mously told WPB that they were | 


unable to provide sufficient print- 


ing and writing papers to meet 
both military and civilian needs. 


As a remedy, they suggested that 


| printing and publishing limitation 


orders be further reduced so that 
a balance between printing paper 
supply and demand could be ef- 
fected. 

According to the producers, only 


about 65%, instead of 75% of the 
paper is available for civilians. 
“Obviously,” the industry argued, 
“a publisher cannot get 75% of 


his base period paper if producers 
couldcn’t make and deliver it.” 
Danger of a fourth period cut 
had already been mentioned at a 
WPB newspaper industry advisory 
committee meeting, but none of 


tion to meet ever growing 1 
ments through the balance the 
year, and further increase the pro- 
duction of wood and collec of 
waste paper if we are to c 
to meet military requireme: 


Dohner & Lippincott 


Form Postwar Division 
To speed postwar reconve 
Dohner & Lippincott, New York 
industrial designer, has formed ; 
management engineering, market 
analysis and product development 
service. 
C. B. F. Macauley, indust 
public relations consultant 

helicopter specialist, has 
named director of aeronautica 
search; G. J. Morrell ha 
named general manager of 
company and John Hall, 
the marketing division. 


For Billboard's 


Promotional Award 


J. H. McGILLVRA INC. 
Representative 


We Bow—with Thanks! 


head of 


The policy of constantly publicizing our station 
so as to benefit both the listener and the adver- 
tiser, has again paid off. We're proud to be 
known, through printed word and deed, as 
"Prime Promoters at the Border" in this great 
Detroit area. 


Managing Director 
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brlich Explains 
(G:aw-Hill Move 
» Pay Commission 


k, Aug. 2.—Payment of 

:missions by individual 

of the McGraw-Hill 

Company, which by 

15 will include all but 

f 24 technical and busi- 

nes, is based on a gen- 

established by the 

out three years ago but 

in each case, only 

i) study of the particu- 

tion involved, accord- 

to Howard Ehrlich, executive 

ent. 

Al three years ago, at a 

tin NIAA in Pittsburgh,” 

. EF 1 said today, “I stated 

nt McGraw-Hill believed that it 

ic form to the established 

de | tices of the industrial 

ss publishing business. 

these practices is to pay 
mmissions. 

“Hi er,” he continued, 

ve not raised rates, and do not 

tend to raise rates, merely for 


N 


e purpose of paying such com- 
issiOl This 


applies particu- 
ly where it has not been prac- 
able, for good reasons, for any 
rticular MeGraw-Hill publica- 

do so. But, just as it was 

al, some years ago, to 
y agency commissions where a 
lication was receiving only 
it 25% of its advertising 
ime through agencies, we find 


that in most cases about 75% 
u volume comes. through 


joc 
Other Factors Involved 


That alone, however, is not the 
y factor involved,’”’ Mr. Ehrlich 
ied. “Our rates are increased 
eat nstance because of circu- 
editorial growth and 
1e] ntages which accrue to 
er. Further than that, 
take into consideration 
ty to serve both adver- 
and readers under current 
sible further government 
of paper and other 
ng commodities today. At 
time we must project 
nto the postwar picture 
iffect publishing. 
relieve,” Ehrlich con- 
ued, “that by next January we 
| see a greatly changed war 
our favor. Germany 
be out of the picture by 
undoubtedly paper and 
publishing restrictions will 
ite We feel, therefore, that 
publications will be able to 
and enlarge their serv- 
adverti which they 
1 enjoying, so far, at the 
Therefore, in each case 
€ it has become necessary and 
le to raise rates we have 
ind in doing so we have 
for agency cOmmissions.” 


Mr. 


tcher Promoted 
P. Archer, formerly as- 
eneral manager of the 
jody Division and vice- 
in charge of the manu- 
staff, has been appointed 
nanager of the Fisher 
ision, it was announced 
1y C. E. Wilson, president 
il Motors. 
ler will be succeeded by 
nstrong, who was his as- 


INEN CISING MANAGER, leading 
er medical and drug field 
editorial back 
lentified with outstanding 
campaizn supervising 
int external house 


rtising 


organs 


‘resent ilar five fleures 


ADVERTISING 
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i St New J 18 
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| 
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Warren Platt Named 


War Correspondent 
Warren C. Platt, for 35 years 
editor of National Petroleum 
News, Cleveland, has left for the 
European war . 


Wine Industry 
May Run Third 


theater as a “ 

war corre- 

spondent for 3-Year Series 

his publica- 

tion. ; Sacramento, Cal., Aug. 3.—Cali- 
Mr. pages fornia’s wine industry is expected 
stories wil ito decide by Aug. 31 to continue 
tell the part 


for a third three-year period, 
|| starting this fall, its program to 
|increase the nation’s wine con- 
sumption. Growers’ reports to the 
State Agriculture Department at a 
preliminary meeting here this 
week, were almost unanimously 
favorable. 

L. K. Marshall of Lodi, chair- 
man of the state Wine Advisory 


petroleum 
products are 
playing in the 
war, including 
unusual meth- 
ods of trans- 
porting oil products, servicing 
equipment under battle conditions, 
and conditions under which petro- 
leum products must perform. 


Warren C. Platt 


| Board, which directs the campaign | zines, 


under ae state marketing act, 
pointed out that “national adver- 
tising of California wines has been 
one of the principal factors caus- 
ing the increase in the national 


|}use of the products of the state’s 


vineyards from 55,000,000 gallons | 


in 1937 to 96,000,000 gallons in 
1942, a gain of 65.59%.” 
Although figures for 1943, not 
yet available, probably will show 
some decline, ADVERTISING AGE 
was told, the 1944 output may 
reach the record mark, of 
118,000 gallons, achieved in 1940. 
To finance the California pro- 
gram, growers pay one-half cent 
a gallon on sales of table wines 
and 1% cents a gallon on sweet 
wines. In some years since the 
program got under way in the fall 
of 1938, annuai expenditure for 
advertising and sales promotion 
has reached $1,500,000. Maga- 


108,- | 


59 
newspapers, trade papers, 
point of sale and other media 


have been used extensively. 

J. Walter Thompson Company, 
San Francisco office, has been 
agency for the Wine Advisory 
| Board for the entire period. 


Trade Publication Wanted 


| Established publishing firm would like to 
| add another paper to its organization. 
Either with or without present ownership 
and personnel. More interested in field 
of paper covered than in success of 
paper itself. Would also entertain ideas 
for working with 
promising field. 


new publication in 


Box 4935, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ATOP A FIGHTING TANK, CORRESPONDENT BAYLOR CATCHES VOICES OF FIGHTING MEN FOR THEIR LOVED ONES BACK HOME 


WAR CORRESPONDENT 


David Baylor sends voices of hometown boys 
from European front via Cleveland's WGAR 


A hunting license presented to WGAR Correspondent David Baylor by 


the United States Marines became a good luck charm for his European 


assignment in hunting up Ohio service men 


HEN David Baylor in June departed for 
Europe as special war correspondent for 
Radio Station WGAR in Cleveland, it was ona 


definite assignment to seek out hometown lads 


Five times weekly 


in the service and, when possible, to transmit 
their voices back to the parents, wives and 
youngsters who anxiously wait at home. 


(starting July 9th), Cor- 


respondent Baylor’s short wave interviews and 


of its signal, WGAR 


casts through 


Cleveland’s 


f= wl a 


now are hearing the v 


There is no 


ever-lIncreasine 


reports on Cleveland service men are aired over 
WGAR. By prearranged notice to families of 
men who will be interviewed, scores of homes 


oices of their fighting men 


for the first time in many months. And, with a 
recent shift to 1220 kilocycles which extended 
its area and improved the strength and clarity 


how reaches thousands of 


additional homes with its overseas-originated 
programs, now totaling twelve weekly broad- 


BBC facilities. 


fan mail so prized at 
Friendly the 
number of thank-you 


Station as 


letters from mothers and dads, wives 
and sweethearts of the boys whose 
pee voces have “come home” over WGA R. 
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60 
Cudahy Starts CBS Show | 


Cudahy Packing Company, Chi- 
cago, will start a new series Aug. 
7 on behalf of Old Dutch Cleanser, 
using 29 CBS stations, Monday 
through Friday, 3:15-3:30 p.m., 
EWT. Program will be “Tena and 
Tim,” series popular in the North- 
west area, having first been aired 
in 1932 on WCCO, Minneapolis. 


Advertisers Urged 
fo Aid Campaign 
Against ‘V. D.’ 


Agency is Grant Advertising, Chi- 
cago. 


space in 
ee ape phar’ 


PR t nate 
“ tACTICAL BUILDER 


Chicago § 


New York, Aug. 3.—A program 
to enlist advertising support in 
spreading public knowledge about 
| venereal diseases was announced 
today by War Advertising Coun- 
cil, working in cooperation with 
| OWI and the United States Pub- 
| lic Health Service. 
A campaign guide, ‘Hidden 
| Enemy: V.D.,” prepared by War- 
agency, will be distributed soon 
sociations and advertising media. 
| Allyn McIntyre, Pepperell Mfg. 
|Company, acted as campaign 
|/manager, with Douglas Meldrum, 
Council staff manager. 

Rapid spread of venereal dis- 
ease, now approaching epidemic 
proportions, especially among 
|men and women in the 19-30 age 
group, the guide emphasizes, will 


YOU MAY BE ABLE TO “CAST” 


422 FEET’ — 


BUI—vou can’t BROADCAST 
INTO WESTERN MICHIGAN 
FROM CHICAGO OR DETROIT! 


Pard 
isn't 
into 


ANY 


on the pun — but it really 
possible to throw a “plug” 
Western 


outside station. with 


from 


ANY 


Michigan. 


to advertisers, agencies, trade as- | 


mean “sterility in millions of men, | KMOX Adds Two 


childlessness in millions of wo- 


men,” unless the public’s knowl- | 


edge of and attitude toward “V.D.” | 


is changed. 

The slogan, “Stamp Out V.D.,” 
will be used with a new symbol, 
portraying Uncle Sam’s foot up- 
raised over the letters “V.D.” Sug- 
gestions covering advertising in 
all media include specific ‘“‘do’s” 
and - “dont’s.” On the _ positive 
| side, the guide recommends: 
| “1. Take a direct, straightfor- 
| ward approach. . . 
| “2. Adopt, wherever possible, a 
|/human approach in keeping with 
| the fact that ‘V.D.’ is a tremendous 
/ human problem. 

“3. Repeat or paraphrase the 
keynote of the campaign, that ‘V.D. 
is a preventable and usually cur- 


| wick & Legler, volunteer Council) able disease like tuberculosis or 


| diphtheria.’ 
“4. Use, wherever possible, the 
| list of five concrete things the in- 
|dividual can do to stamp out 
‘V.D.’”’ (This includes discussing 
|such diseases openly, recognizing 
that they can be prevented and 
|cured, and seeing that employes 
| with such diseases are treated for 
| them, and “not fired.’’) 

| 5. Use and display the symbol 
| prominently. 

| “6. Include offer of a new book- 
let, ‘Wake Up,’ available from the 
| Public Health Service.” 

| On the negative side, advertis- 
|ers are urged, among _ other 
things, not to “preach,” nor to 
imply that “the individual is being 
‘charitable’ by working to stamp 
out ‘V.D.’”; not to “go overboard 
on the horror aspects,” 


| 
| 


nor to| 


“slant all your ads at present vic- | 


tims.”’ 


Helen Wilbur to DC&S 


Helen Wilbur has been ap- 
pointed radio time buyer by Do- 
herty, 
York. Miss Wilbur has held this 
position for five and a half years 
with Pedlar, Ryan & Lusk. 


. 7 . 
Boyd to ‘Daily News’ 
Grover W. Boyd, formerly presi- 
dent of DeLisser-Boyd, Inc., pub- 
lishers’ representative, has joined 
the national advertising staff of 
the Philadelphia Daily News. 


Clifford & Shenfield, New | 


Advertising Age, Aug 7 


ig - 
Post, This Week Maga Tj 
: True Story, Woman's 
Ted Mangner, assistant profes- | Woman’s Home Compa ay nS (} 
sor of radio extension at the col-| WV) 
lege of agriculture, University of | 
| Illinois, has been appointed direc- | : —_. 
tor of farm programs at Station Pg sce Succeed: atl at 
KMOX, St. Louis. Donald W./1n Dodge Division 


Craig, for the past four years in 


Edward C. Quinn. 


the sales department of Station|New York regional d . 
WCLS, Joliet, Ill., has joined the | Dodge division of Ch . ‘alll 
KMOX sales staff. porat Co 
— troit, .. Pam (Cc 
. appo z. 

Daniel Starch Adds sistant <./me 
‘The Family Circle’ Manas: of tyltoric 

Daniel Starch and Staff, New succe: 7 ne 
York, has added The Family Circle Hutc! a il 
to the list of publications in its has } oa wa 
consumer magazine advertisement and had 
rating service. a Dodse- pa 

Other magazines on which ad- | mout! lealg we 
vertisement rating reports are now | shi, cm, - 
available are: American Home, | Ec , Jose, "? ce 
American Magazine, The American | - ©. Quinn Mr Uidlihed 
Weekly, Collier’s, Cosmopolitan,| joined Dodge on the \ CoM... y 
Good Housekeeping, Ladies’ Home |in 1935 as a merchandis repr oo? 
Journal, Liberty, Life, Look, Mc- | sentative and since that + 
Call’s, Puck—The Comic Weekly,| been district and regio gl 
Redbook, The Saturday Evening | ager for Dodge in severa! areas Ea 


THE GREATEST SELLING POWER} 
IN THE SOUTH’S GREATEST City}. 


1 
ugn n 


pr 


50,000 WATTS CLEAR CHANNEL). 
CBS Affiliate 


€ 
V 


Nat'l Representatives: The Katz Agency, Inc. 


sncngonviite™ 


hope of adequate or consistent 
performance. 


The reason is an actual physical 
harrier in the matter of geograph- 
ical location, which gives Western 


Michigan an almost impenetrable 


WKZO has the AUDIENCE : ai , ; 

in Western Michigan an fading condition. Distant stations 
audience greater than that - 7 

of all other stations COM simply can't put a dependable 
BINED! The latest Hooper a 
Special Report (made in the signal into the area. But WKZO 
fuftunn ¢ i943) prove ad 

WKZO's outstanding domi can and does. 

nance not only in its pr 

mary market, but also im nm ‘ . ’ P 
outluing communities of WKZO is) Western) Michigan's 
Western Michigan, Cities ° e 

and towns covered in thi favorite station. Read the cap- 
coincidental area studu ° » 

were, specifically, Kalama tion at the left then ask us 
oo illegqan, Buron ¢ t . > 

Dorr. Martin. Moline. Of or Free & Peters for the complete 
seg Plainwel and Waw 

ine alps" i Report. 


Here are the Monday Se ait oe 

evening figures. 7 P.M. to Pl . pes Lonis die a 

10 P.M.: feago in Se} 

WRAZO 

STATION B 5000 Watts 

SIX OTHERS 

Mist 990 KC 
CBS 


strongest selling force in Western Michigan 


Owned and Operated by Fetzer Broadcasting Company 


KALAMAZOO and GRAND RAPIDS 


Free & Peters. Inc., Exclusive National Representatives 


Florida's strategic and geographical location and... 


the willingness of Floridians to work . . . to invest 


. and to further develop her natural resources have 


enabled Florida and Floridians to greatly aid our nation 


in its war effort. 


Florida's phenomenal growth in business and in 


industry is attested by annual payrolls, population, bank 


deposits, income, buying power and postal receipts, 


which have reached an 


all time high! 


During the last 30 months Florida has 


used her earnings wisely. She has paid her debts and 


mortgages; has put her great natural resources 
to work to insure permanence for 


today's gains in the post-war era. 


This rich, new ‘round-the-calendar market 


is reached through the advertising columns of Florida's Three 


Great Morning Dailies 


. at a low cost. 


/ me 


_ MIAMI HERALD 


National Representatives 


AS. Grate, Aulents 


nea 


a — 


Ree wee as al fe | cy oe 2 oe OS mee ae =§ reese 
Bers a oc, 
= tn 
; a : 
. We can't af E 
‘ soy een 
: Builder Customer. | 
"Send for «copy of AN 
klet, just ¢ gig e: ? 
sau your adverinds #96" 
about 
drug 
eee Oa 1 al 
a eo PS a * Sin 
- Oe _'NEW ORLEANS is 
— og de weit J Lt = 
: G0 f ee e. ‘ A oan ‘. vee 4 Hf 2 y" me, . the 
ia C&S eS geting eee ey aReGen BSF es | es 
£5 ion es 8 ike ees Se ox : on, Fl +> . y 0 eal all he 
eg § e ee cial 
e a © a, 
4 E ‘ | ‘bgp 
Ss i ‘00d 
3 z 3 it a 
: = aucti 
x : Ss me) 
‘Ligaen = j Bht ay 
“— = f fess 
7 f ; es = ieee ¢ | the : 
‘ —_ — OSS Zz us | 
| ==... Hiwe tile a on 
ae Aen t Th beg es e a d y T sare 
Se met.” ata leigh 0 | ay - a 
* piel Ready for Tomomoy: F 
Re: <> 7 —_ tampa ed 
a ee J - 
.* ts can 
. eee ° 
7 eee 
ted - 
lh a ee / Lb ) 
a __ Ne 
eel 
ee 
| = i 
ee 
a Mi 
ee 
ee 
a ee 
P. AMPA TRIBUNE %* JACKSONVILLE, FLORIDA TIMES-UNION > 
wets ome iy ae ‘ — ’ ds-Fitz ral ¥ bs . ( 
} . 


, Age, August 7, 1944 


des, 
Sihgrgetiat 


Lighting Bureau Plans | 


FIC Crackdown on 


|} wholesalers at ae disadvantage, 


it will defend 


nee ee 


61 


its discount sched- 


“ ; Cam al n z which would be reflected not only| ules by a_ factual demonstration 
i} Trade Promotion Drive | by a loss of salt sales, but by a| that the discounts reflect savings 
Street and Traffic Safety Light- . general loss of business. ee ee ak See 
' |ing Bureau, having completed a Morton’s energetic efforts to sell | perl ; costs resulting from large 
Te Prait § ( en ey |;market study on street lighting, or on IsScoun § in carload lots were evidenced not | 5@*©S- 
. will start an industry promotion only by the 10 cent discount for 
and advertising campaign in trade |individual purchases, but by the i ‘ 
papers of that field to tie with ac- S ts p ed { firm’s willingness to grant the same Feed sci 
a ‘Alin Debut tivities of equipment manufactur- e rec en discount to cooperating groups of Advertising 
ers during the balance of 1944. ; purchasers who combined their Man Wanted 
C ued from Page 1) The drive will provide utility ex- | (Continued from Page 1) |orders so that they divided a car || i peice pare 
oe Biow Company, New |ecutives and city officials with | added, “the evidence is too vague| among them. In such cases, the Mg Be a 
I ney for Schenley Lab- | basic promotion ideas and data on| and indefinite to show that. the| purchasers were billed separately, | ager, or copy man, femiiler wilh 
a if 8 ® 


accident and crime statistics at 


) tics at/long continued discriminations | and the discount granted. feeds, feeding and feed merchan- 

WE her Laboratories, Inc., has | Might, together with case histories | were made in good faith to meet | The special 5 cent discount was dising. Should be versatile copy- 
te complete operation a of successful installations. an equally low price of a competi-| claimed by only four firms: Amer- writer, able to talk the language of 
al iant at Lawrenceburg,| Promotional information on the | tor.” ican Stores, National Tea Com- feed buyers and feed mills. Top 
——_ will have a capacity | Value of adequate street lighting} The Commission expressed par-| pany, Safeway, and A & P, and_|| 08 one ll gia oF future with 
hal ee an 20 billion Oxford | Will be given for municipal and | ticular concern about the salt re-| was based on the combined pur- same in its field. Gatun 
pe oy oe drug monthly, said | Utility men as well as the public| bates because salt sells at a mar-| chases of all the chains’ units. uaa oF aia . 
ail we ‘© Dutchess, medical di-| through direct mail pieces, news-| gin considerably lower than the | The Morton case is of particu- 
| ; ie shorts, exhibits and| average food product. According! lar interest because the John B. San GST, AGVERTINS ASS 
ee Dutchess, formerly | letters, movie shorts, ex average p g 100 6. Obie %.. Cal “ 

» P Davis & Co., Detroit,|@isplays. Griswold - Eshleman | to the FTC finding, the discrimina-| Stetson Company has indicated in| ee es, Seer Tel. we 
wis ca “ enley Laboratories at| Company, Cleveland, is agency. tion in salt prices might place! answer to an FTC complaint that ___——e 
Codi Y on June 1. William G. 
repli esd from Miles Labora- 
e hiies. | art, Ind., became sales jes 

Manager of a new pharmaceutical — 
reas. Mes di yn this week. 

= Many Advantages 
chenley has not announced | 
VER s for adding other pharmaceu- 
ducts, although many 


' de s ces declare that such a 
ITY ve would be entirely in order. 
hey point out that introduction 

drug products bearing the 

enley name not only provides 
distilling organization 
1 an opportunity to diversify 
line, but also may have some 
motional value to the com- 
alcoholic beverage lines, 

in prestige and promotional 
ections. For example, Schen- 
Laboratories can advertise 
llin on the radio networks, 
iin publications which do not 
ept liquor advertising. Al- 
ugh none of the Schenley alco- 


ice products can be mentioned 
MRE these media, the similarity in 
ies will probably not be lost 

all hearers and readers. 
the meantime, entrance into 
ceutical field of such 
iers’ as Schenley and Com- 
Solvents, which is also 
king penicillin, is continuing to 
ry old-timers in what has been 
ght, stand-offish industry, with 
id many professional over- 
es and relatively expensive 
luction and sales methods. If 
smerchandisers and mass pro- 


ant 
giant 


s enter the field, more direct |" 


ssure likely to be applied to 
public in their sale, and prices 


t approach a point at which | 


fessional” 
er possible. 


marketing is no} 


connection with penicillin | 


the sulpha drugs, it is already 
us that efforts of the medical 
ession to keep these medica- 
ts in the prescription only 

‘re doomed to failure, 


and | 


predicted that they will ulti- | 


THE ROTARIAN CAN HELP YOU... 


61,400 are corporate officials, 


58,900 are directors of at least one 
company other than their own, 


Of its 181,000 subscribers 


12,200 are on city councils, 
16,200 are on hospital boards, 
12,800 are on school boards, 
67,250 are on church boards. 


be merchandised over the 
ner like aspirin or cold reme- 
xatives, before very long. 
-» 
Ke An independent survey reveals that of these 


ncan Moves Office 181,000 Rotarian subscribers, 


quarters of the eastern di- Executive Magazine No. 1 reaches only 844% 


Continental Can Com- : : , 
ew York, have been Executive Magazine No. 2 reaches only 15% These 181,000 men are the sort who get things done . . . owners, 
m 100 E. 42nd St., I ‘e > > ori 

ries a a Me ony Executive Magazine No. 3 reaches only 1514% partners, company officers, genera! managers, superintendents, 


E. 42nd St. The New 
Mice of Bond Crown & Cork 
a i division of Continen- 
also at this new address. 


board members. They buy and they influence buying —for their 


All three combined reach only 3014% 


Thin tesiias tak nee teanliiens Sosdens CORMAN businesses, their homes, their community institutions. 


not reached by these three well known publi- 
all are 


You need The Rotarian to get your story to them!* 


A booklet, “ 
and-figures about these 181,000 men 
Harry Ferguson, Fairbanks-Morse, and other suppliers-of-goods 


cations —BUT Rotarian subscribers. 


The Uncovered Influence Market” tells survey facts- 
New York Office: 125 East 46th Street, 


New York 17, New York . explaining why Servel, 


ll the Booming 
q | Coal ‘Region! Detroit Office: 7338 Woodward Avenue, 


Detroit 2, Michigan have discovered they need The Rotarian to round out their sales 


promotion. Write or phone for “The Uncovered Influence Mar- 


ket.”’ 


Pacific Coast Office: 681 Market Street, 


San Francisco 5, California There’s no obligation. 


- Rotarian @ 


35 East Wacker Drive, Chicago 1, Illinois, Phone STAte 4016 


lazleton, Pa. 
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FORTUNE | 


AUGUST - 1944 


ARGE 


MR. BERGE’S ANTITRUST story 


WENDELL BERGE, who succeeded Thurman 
Arnold as head of the antitrust division of the 
Department of Justice last August, believes the 
American people have to stick to free enterprise. 
because temperamentally and philosophical|) 
they have nowhere else to go. But in a world where 
an excess of competition can be as socially dis- 
turbing as a complete lack of it, Mr. Berge, with- 
out sacrificing aggressiveness, strives to bring 
selective order to the chaos of antimonopoly en- 


forcement. 


MANAGEMENT has heard a great deal from anti- 
trust since the beginning of the war and chances 
are its end will make for even greater issues. For 
in spite of latitude in allowing U.S. corporations 
to agree among themselves or with foreign in- 
terests as to various fixed prices and territory 
allocations abroad, the Sherman Act’s injunction 
against conspiracies “to monopolize any part of 
the trade or commerce . . . with foreign nations” 


remains Mr. Berge’s forte. 
Page 136 


AUGUST: THE FIVE YEARS AFTER 1918 
VENTURE DIMES” * A DREAM OF A RECONVERSI( 
PASSENGERS: PROFIT OR LOSS? * HIGH VACLi ™ 

THE FORTUNE SURVEY 


Photo by Jerry Cooke— Pix 


FORTUNE—The Magazine of Management—is a study of business for the enlightenment of management men. 85% of FORTUNE’s 175,000 
subscribers are management men—and survey after survey shows that in FORTUNE the advertiser reaches 


management more certainly, more effectively and more economically than in any other magazine. 
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TOMATO TIME—Throughout August, the peak of the tomato season, and into 
September, C. F. Mueller Co. will help grocers sell macaroni and spaghetti 
by distributing free these I1x2!-inch window posters, tying in tomato sauces 
with the products. Commercials on Mueller's radio news programs also will 
be devoted to the tomato season. Duane Jones Co., New York, is the agency. 
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ARGEST BUDGET—Talking over the 1945 advertising program, biggest in the PUCK PLASTICS—Jiggs, Maggie and e i 

istory of McKesson & Robbins, are these executives, present at the McKesson Archie are three of the numerous minia- : j 

sboratory clinic on wartime development of drugs held July 11-12 in Bridge- ture figurines representing cartoon 

— ort, Conn. Left to right: L. M. Van Riper, McKesson vice-president in charge characters featured in Puck—the Comic 

{ advertising; J. D. Tarcher, president of J. D. Tarcher & Co., agency handling Weekly which the publication is dis- in e J 

alox, Bexel, Albolene, Yodora and Soretone; Ted Strong, vice-president of tributing to its advertisers and to edi- . ; 4 C PH. 

ey & Ellington, agency for Bax, and J. B. Bissell of Benton & Bowles, agency tors to stimulate interest in Puck's ee aT = = Fe st a 9 apy 

on Albolene baby oil. content. 
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en- 
inti LI'L IVRY'—New comic character, who with her nondescript pup “Sudsy,” entered Procter & Gamble Company's strip 

ac ‘eries promoting Ivory soap for dishwashing July 2, and is now running in 91 comic supplement papers throughout the 
ACES country. “'Li'l Ivry" and her dog will be the exclusive theme for an extended period for P&G's comic advertising, which 

+ began in April after a lapse of five or six years. Agency is Compton Advertising. “et 
For SALUTE—Giant displays erected throughout Birmingham, England, provided . 
. indicators for the city's progress during "Salute the Soldier’ week. With a 
1ons "target" of £14,000,000 split into four groups, a stamp was superimposed on 

the picture as each million pounds was added to the total. 
| oe 
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REYNOLDS METAL FOIL: 


How foil wrap licked a fighting man's stubbornes!t enemy 


sormnnenm Cogrlor om 


La eh 


Ae " ee 
ne VY VOTES—Yeoman Henry Riddick took time out from the war to query 20 officers and enlisted men in the South LAUNCHES DRIVE—Reynolds Metals Co., Richmond, started its first institu a 
's to their likes and dislikes among 15 full-page ads in the Feb. 19 and April | issues of The Saturday Evening tional drive for metal foil last week with this full-color page in national maga 
omposite selections of the best three were the General Electric, Westclox and AT&T ads at the top. Least zines. The campaign is to run through October. J. Walter Thompson Co 


d, or most objected to, were the Sealright, Carrier and Camel ads at the bottom. (Story on Page |.) New York, is the agency 
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ARIZONA LEADS THE NATION 


IN PROPORTIONATE 


EEP your eyes on Arizona. Its 40.7% increase 

in population since 1940, as reported in the 

latest survey by the U.S. Bureau of the Census, 
clearly indicates the trend. 


The hundreds of thousands of new folks coming 
here are all working and enjoying life... and the 
great majority will remain after the war because 
most arrive with the avowed intention of making 
Arizona their home. ° 

Many are farming the fertile new land being 
brought under irrigation annually in U. S. and state 
Reclamation Projects. More farmers, by the thou- 


INCREASE OF PopuLaTrion! 


sands, will follow as the Colorado River Develop- 
ment gets under way. 


Other newcomers are going into Arizona’s 
young and flourishing industries. They are on war 
work now, but in the future they’ll find profitable 
employment making the peace-time goods these new 
plants are so expertly designed to produce. 


Still others are going into commerce, mining 
and lumbering to help fill the needs of this flourish- 
ing and expanding empire of the deep Southwest. 


And keep your eyes on Phoenix, the hub of this 
vast area go rich in natural resources. 


4th Ration Book Count Puts 


PHOENIX Metropolitan Market Population 


over 206000 ° 


Phoenti 


TEP UBLIC one GALETTE 


BOB HALL, National Advertising Manager 


Representatives—Williams, Lawrence & Cresmer Co 


*J. Walter Thompson Co. Metropolitan Designation 


# 


BROADCASTINGC 


DICK LEWIS, General Manager 
Representatives—Paul H,; Raymer Co, 
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